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1. Introduction 
In recent years there have been signs of substantial research interest in marketing 
practices of small and medium enterprises (SMEs) (Gillmore et. al, 2001; Blankson and 
Stokes, 2002; Hill, 2001; Siu, 2000; Siu et. al, 2004; Morrison, 2003; Lee et. al, 2001). 
Most of these studies have indicated the role of marketing to be critical in the 
sustainability of the small firms. In a recent study (Huang and Brown, 1999), the 
problems of sales and marketing were reported as important by 40 percent of the firms 
surveyed while other important factors reported were human resources (15 percent), 
general management (14 percent) and production / operations (9 percent) \ In India, a 
survey by the All India Management Association pointed out that among 872 SSI (Small 
Scale Industry) units in manufacturing, growth fell by 8.1 percent in 1998-2002. One of 
the main reasons cited by the units for not being able to do well was problems related to 
marketing (70 percent) (Jain, 2003). 
Several studies conducted earlier focus on marketing practices of the SMEs with the 
following findings: SMEs cannot do conventional marketing because of the limitations 
of resources which are inherent to all SMEs. SME owner/managers behave and think 
differently from conventional marketing decision-making practices in large companies 
(Gillmore et. al, 2001). Marketing practices within the small business sector identified 
three key strategies employed by owner-managers - management /staff relationship, 
profitability and changing markets (Blankson and Stokes, 2002) . Another study 
revealed the patchy application of an adapted market orientation framework. 
Interestingly enough, it also indicated "informal" marketing deliberations taking place 
and that marketing in the small business sector seemed to be an informal and unplanned 
activity that relies on the intuition and energy of the owner-manager (Blankson and 
Omar, 2002). A study conducted in 1999 revealed that sales orientation of SMEs is what 
determines their marketing character"*. In the study, marketing practice and decisions 
were also characterized by significant usage of personal contact networks. The marketing 
' The study was conducted in the Austrahan context. 
^ Marketing practices within the UK small businesses were studied 
The study assessed the marketing practices among African and Caribbean small businesses in London 
" 57 SMEs in Ireland and UK were studied to identify key determinants of SME marketing activities 
decisions were ostensibly operational in character, became strategic and eventually 
effected strategic change in the marketing practices of SMEs (Hill, 2001). Kwaku (1997), 
observed that SMEs are unique and that scaled down large business models may not be 
suitable for them 
India being an Asian developing nation like China, whose marketing practices of small 
firms has been experienced to be somewhat different from those in developed countries 
like UK (Siu, 2000). According to Siu (2000), British small firms are customer driven 
compared to Chinese small firms, which perceive marketing as sales function and an 
order getting activity. Some of the high performing small firms, as experienced by Siu, 
place marketing in a leading position of corporate plaiming, set aggressive marketing 
objectives and undertake some in-house researches to collect information. On the 
contrary, European small firms have a higher level of awareness and degree of using 
situation analysis. In the recent researches of Siu et al, it was observed that higher 
performing Taiwanese SMEs were still sales oriented and made less use of strategic 
plarming tools although they were quite aware of those tools (Siu et. al, 2004). 
Kirby and Siu (1998) provided a critical review of researchers into the role and processes 
of marketing in small firms and attempted to classify the earlier studies. They identified 
four approaches, namely the stages/growth model; the management styles model; the 
marketing as a management function model and contingency model. They observed that 
too much attention has been paid to the limitations and constraints of small businesses, 
but importance of marketing discipline was neglected. Romano and Ratnatunga (1995) 
explored the role of marketing in the development of small enterprise research (SER) 
through examination of 42 marketing related studies of small firm settings. They 
identified and discussed three major research thrusts from the literature as - marketing as 
a culture, marketing as a strategy, marketing as tactics. They suggested that further 
research was required to extend the database. 
The current research addresses the issue of studying the marketing strategies adopted by a 
group of small firms in the city of Kolkata, India. 
2. Statement of the problem 
One of the measures of the pohcy support for promoting small businesses in India was 
the policy of "reservation"^. However, the policy environment for Indian industry in the 
1990s underwent an array of changes with the broad-based domestic economic reforms 
launched in 1991, leading to a series of reforms in industrial and trade policies. The 
Indian Government decided to introduce de-reservation of small scale industries (SSIs) in 
a phased manner since 1997. 
As a result of de-reservation, significant inflows of large organizations were expected in 
all these sectors, leading to increased competition. As mentioned earlier, studies 
conducted amongst SSIs post de-reservation in India indicated that the problems related 
to marketing was one of the main reasons for the units not doing well (70 percent) (Jain, 
2003). The third census on small scale industries (SSIs) in India also identified marketing 
problems as causes of exit and sickness in 36 percent of the cases (Business World, 
2005). For the existing small and tiny businesses appropriate marketing strategies may 
hence be the critical success factor. It is, therefore, necessary to study the existing 
marketing strategies of these firms. The bakery sector was chosen for t ^ purpose of the 
study, as it was earlier reserved for the SSIs. 
3. Research Objectives 
The study attempts to assess the marketing strategies of some selected tiny and small 
scale bakery firms in the city of Kolkata and evaluate them using the frame of reference 
of the existing market of the city. The broad objectives of the study are mentioned 
below; 
Reservation of products for exclusive manufacture in tiie SSI Sector has been one of the important policy 
measures for promoting this sector. This policy was initiated in 1967 with 47 items which was enlarged to 
807 items in 1978. 
("http://exim.indiamart.com/ssi-policies/policv-reservation.html - 30.09.2003) 
3.1 To understand' the buyer characteristics of the small and tiny bakery firms of 
Kolkata, with respect to brand preference, reason for choice, type of purchase etc. 
3.2 To study the present marketing mix of the small and tiny bakery firms of Kolkata. 
3.3 The basis of segmentation for the buyers of the small and tiny bakeries of 
Kolkata. 
3.4 To assess the perception of the brands as perceived by their target customers with 
respect to the small and tiny bakeries of Kolkata. 
3.5 To notionally interpret the appropriateness of the marketing strategies for the 
small and tiny bakery firms of Kolkata. 
3.6 To assess the impact of appropriateness of marketing strategies on the 
performance of the firms. 
3.7 To remark on the effectiveness of the present marketing mix of the firms in the 
light of their performance. 
4. Conceptual Framework for studying Marketing Strategies 
The conceptual framework for the study is derived from the theories and previous 
researches. Marketing researchers have broadly argued "marketing strategy" to be a 
concept built on robust platform of STP - Segmentation, Targeting and Positioning 
(Kotler, 2005; Terrell et. al, 2002; Walker et. al, 2001; Perreault and McCarthy, 2002). 
It has been suggested that marketing strategy requires decisions about the specific 
customers that the firm aims to target and marketing mix the firm may develop to appeal 
to that target market by positioning it suitably in a superior way (Kotler, 2005). In this 
context, the study of the effectiveness of the marketing tools is essential for an 
appropriate marketing strategy. The appropriateness of the marketing strategy may be 
judged by assessing the difference between the customer's perception of the market and 
the firm's market offering (Perreault and McCarthy, 2002; Cravens, 1997). 
Marketing mix may be viewed as the basic input of marketing strategy, since it is the 
mixture of elements useful in pursuing a certain market response. Also, marketing 
strategy was considered as any feasible combination of decisions relating to the 
components of the marketing mix (Cook, 1983). One may argue that, in spite of many 
advances in marketing thoughts and conceptualization, including broadening of 
marketing concept (1970s), emphasis on the exchange transaction (1980s), and most 
recently, the development of Relationship Marketing and Total Quality Management 
(1990s), McCarthy's core concept has remained quite robust (Yudelson, 1999). 
Waterschoot and Bulte (1992) evaluated the 4P classification based on the criteria 
proposed by Hunt (1983) and proposed an improved classification broadening the 
concept of promotion into communication mix and promotion mix. 
Appropriateness of marketing strategies may be viewed as the congruence of market 
offerings of a set of products and services and its corresponding consumer perception 
amongst its target segment. More the target segment is able to understand and believe the 
cues (Richardson et. al, 1994) communicated by the firms through marketing mix, more 
is the effectiveness of the marketing strategies. 
Roland et. al, (2004) proposed a framework for assessing marketing productivity, which 
suggested that marketing strategies and tactics would impact marketing assets like 
customer based brand equity and market position like market share and sales growth. It 
was further observed from the various ways in which researchers viewed customer based 
brand equity; its main components were awareness, loyalty, quality perception and 
association. 
The figure below (figure 4.1) outlines the framework based on which the study is 
undertaken. The framework is based on widely accepted definition of marketing strategy 
which is built on STP-segmentation, targeting and positioning. The specific customer 
segment a firm aims to target and developing a marketing mix to appeal to that target 
market by way of suitable positioning in a superior way. Marketing mix has been taken as 
the basic input, since it is the mixture of elements useful in pursuing a certain market 
response. However, it has been assumed that communication mix and promotion mix are 
constituents of promotion. An appropriate marketing strategy would mean alignment of 
the target customer's perception with the cues delivered by the marketing mix. The study 
attempts to estimate the gap between the two for each of the firms and notionally evaluate 
the appropriateness of marketing strategies. It may be further suggested that the 
appropriateness of marketing strategy would be reflected positively in terms of marketing 
assets like customer based brand equity, which in turn impacts market position of the 
firm in terms of market share, sales growth etc. 
Figure 4.1: Framework to study the marketing strategies 
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5. Methodology 
The framework discussed above was described and validated empirically by using a 
number of small business firms of similar nature. The approach was comparative in 
nature. The steps involved in the design of the study are given below: 
1. Identification of the firms under study. 
2. Study of background of the firms, their present marketing mix and their target 
segments. 
3. Customer survey to understand the market cheiracteristics and assess customer 
perception of the firms' market offerings for each of the segments in the market. 
4. Interpretation of the appropriateness of the marketing strategies of individual firm 
5. Evaluation of the customer based brand equity of the firms 
6. Assessment of the performance of the firms with respect to customer based brand 
equity and market position like market share, sales growth etc. 
7. Remark on the effectiveness of the marketing mix of the firms. 
In step 1; the homogeneity of the market in the city of Kolkata was looked for, which was 
dominated by a group of small and tiny bakery firms and important in terms of growth 
and opportunity. A pilot survey was conducted for the selection of the firms for the study. 
Based on the pilot survey, seven firms were identified using the brand names MN, SS, 
KT, BS, KJ, UC and JJ (abbreviated names of Monginis, Sugar & Spice, Kathleen, 
Bakers Square, Kookie Jar, Upper Crust and Jalajoga). They sell a wide range of bakery 
products like breads, cakes, gateaux, pastries, salted savories, etc. There are around 250 
bake shops catered by these firms, which are located usually near market places and 
important junctions. 
In step 2, typical marketing mix of the firms was studied through case study method and 
was qualitative in nature, covered by observations, personal interviews and examination 
of internal reports. In step 3, the customer perception of the firms with respect to their 
market offerings were studied. For this purpose, a customer survey was conducted based 
on simple random sampling. Target population was those who bought products from the 
bake shops in the city of Kolkata A questionnaire was designed for the purpose of 
extracting information on the following - (1) customer characteristics of respondents (2) 
General characteristics of the market (3) Ratings of a number of selected parameters to 
evaluate customer's perception on a five point scale. Also, level of importance for such 
individual parameter was collected on a five point scale. Value for money, a price -
perceived quality trade off (Livesey and Lennon 1978) was taken as a distinct parameter. 
Exercises were carried out to identify the market segments, if any, by using some simple 
parameters. Then, for each of the segments, customer perception profile was constructed 
for all the firms, by way of a two dimensional positioning map, one indicating the 
perceived overall quality and the other the perceived value for money, indicated by the 
respondents in the questionnaire. The overall quality factors were derived through factor 
analysis technique. The positioning maps were then examined in a qualitative way to 
judge the appropriateness of the marketing strategies of firms. The appropriateness of the 
marketing strategy was thus interpreted as mentioned in step 4. 
In step 5, the customer based brand equity of the firm's brands were attempted to be 
studied using parameters like brand awareness, brand loyalty, perceived quality and 
brand association using the customer survey data. In step 6, performances of the firms 
were studied by assessing both the customer based brand equity and the market positions 
of the firms. The market position, like market share and sales growth of the firms were 
studied through internal reports, outlet surveys and interviewing the management of the 
firms. The performances of the firms were then interpreted in the light of the 
appropriateness of the marketing strategies adopted by the individual firms. In step 7, an 
attempt was made to remark on the effectiveness of the marketing mix of the firms in a 
qualitative manner in the light of their performance. 
6. Summary of major findings 
The major findings of the study are mentioned below: 
6.1 Market Characteristics 
Almost 40 percent of the existing bakery buyers of Kolkata did not have any brand 
preference. High percentage (35 percent) of buyers who had preference for a specific 
brand, did not buy their preferred brand. Only 24.7 percent of buyers having brand 
preference actually bought their preferred brand. This happened normally owing to lack 
of accessibility of their preferred shops. 
The mean amount of purchase in case of a favourite brand purchase was much higher 
than other types of purchases (convenience or chance). When the customer made a 
favourite brand purchase, he/she bought more than double the amount. The phenomenon 
clearly indicated the importance of being a favorite brand. 
The mean amount of purchase by a customer varied to a large extent when the purchase 
was for a special occasion. The mean amount of purchase in case of a special occasion 
-.,c^^ 
was INR 201 as compared to INR 26 in other cases. It was observed that nearly 50 
percent of the customers buying for a special occasion bought their favourite brand, 
further reinforcing the importance of being a favourite brand. 
The bakery market of Kolkata was found to be segmented based on income. It was 
observed that KJ was the highest priced brand targeting the high income group. KT, UC 
and BS targeted the upper middle income customers while MN, SS and J J targeted the 
middle income buyers. It was observed that the low income group did not normally buy 
such bakery items sold from bake shops. 
6.2 Positioning of the Firms with respect to the Target Segment 
The quality perception variables of the customer survey data were clubbed together using 
factor analysis technique. It was found that the high income group (segment III) clubbed 
all the quality attributes in one factor (explaining 87.2 percent of variance). The upper 
middle (segment II) and the middle-income (segment I) groups produced two factors, one 
on quality attributes and other on convenience (explaining 92.7 percent and 94.3 percent 
of variance respectively). 
For each of the segments, customer perception profile for all the brands were constructed 
by way of two dimensional positioning maps using the factor scores as obtained from the 
factor analysis. It was observed from the positioning maps that the customer perception 
of MN was similar across all income categories in terms of high value for money and 
reasonably high quality, demonstrating acceptability across all the segments. Opposite 
was the case of J J, whose position was poor, both in terms of value for money and quality 
across all segments. In all the three positioning maps, UC, BS and KT appeared to cluster 
together, with satisfactory quality but inferior value for money compared to MN and KJ. 
However, KJ scored highest in quality across all segments and occupied the best possible 
position for the high income group. 
The alignment of the customer perceptions of the brands as reflected in the positioning 
maps with respect to the target segments were compared for all the seven firms. It was 
observed that among MN, SS and J J which were targeting the first segment, MN was 
well placed closely followed by SS. J J could not make any mark in this segment, even 
though it targeted the same. In the second segment, both KJ and MN were in the superior 
frontier even though this segment was targeted by UC, BS and KT. In the third segment, 
KJ was the clear leader, which was its target. 
It may be notionally interpreted that the marketing strategy of MN was in alignment with 
the perception of its target segment customers. It was further observed that MN could 
create a superior position in Segment II as well. SS was somewhat successful in its target 
segment. Interestingly, KJ, the highest priced brand, was perceived as a feasible brand by 
the customers of all the three segments. It may be concluded that the three firms - KJ, 
MN and SS were successful in aligning their marketing mix with respect to their target 
segment implying appropriateness of their marketing strategies. 
Though SS lacked marginally both in perception of overall quality and value for money, 
but it scored highly with respect to the convenience factor in both segment I and segment 
II. Both these segments considered accessibility/convenience as an important factor while 
making a purchase decision. 
Impact of Appropriateness on Firm Performance 
The impact of the appropriateness of the marketing strategies of the firms was undertaken 
by way of assessment of customer based brand equity and market position analysis. 
d'3 Customer Based Brand Equity of the Firms 
It was observed that MN emerged as the leading brand in terms of brand awareness with 
98.5 percent of respondents being aware of the brand. It was also interesting to note that 
even though KJ was the highest priced brand, targeting a niche, yet more than 60 percent 
of the respondents were aware of the brand. 
Considering all the segments together, MN was the most preferred brand with around 36 
percent of the customers preferring the brand. KJ even though targeted the high income 
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group, yet more than 20 percent of customers who had brand preference preferred the 
brand. Brand preference in case of JJ was miserable being just about 1 percent implying 
poor support for the brand. It further was observed that 83 percent KJ buyers preferred KJ 
and 68 percent of MN buyers preferred MN indicating a high incidence of buyers actually 
buying their preferred brand 
KJ was successful in creating a perception of higher quality. On the other hand MN was 
successful in offering superior value at a competitive price. The other brands which 
targeted the upper middle income group were BS, KT and UC, but customers could not 
differentiate them with respect to MN. JJ was also not at all successful in creating a 
perception of quality. KJ and MN were the two brands which enjoyed distinctive and 
strong associations. The other brands failed to create such distinctive association. 
6.4 Market Position of the Firms 
It was observed that firms with appropriate marketing strategies, namely, MN, SS and KJ 
together enjoyed more than 80 percent of the market share. MN was the leader in terms 
of market share. SS emerged as the number two brand in the market in terms of market 
share along with KJ. 
7. Effectiveness of the Marketing Mix of the Firms 
The marketing mix of the firms revealed the following observations: 
The products of the firms under study were observed with respect to their meaning and 
direction (Kapferer, 2003). KJ products were found synonymous with exquisite 
craftsmanship, taste and innovation. MN, on the other hand, was associated with 
affordable snacks for regular consumption. 
It was observed that KT's success in the early 1990s was owing to its product innovations 
and its effort to popularize celebration cakes. However, with the passage of time, it failed 
to come up with new innovations and moved into populair snacks by arbitrarily expanding 
the retail network. The other brands like BS and UC could not come up with any 
I I 
signature product which could differentiate them; most of their products were an 
imitation of KJ. All of JJ products were commonly available. 
It was observed that MN extended its product range to packed cakes by way of a 
successful line extension. On the contrary both KT and JJ went for brand extensions. KT 
ventured into ice creams which had to be eventually withdrawn. JJ extended to ice cream, 
aerated water and even packed noodles further straining its already scarce resources. 
According to Kapferer (2003), main reason for discrepancy between price and value is 
caused by firms who neglect to work on maintaining the perceived differences and raise 
selling prices. Unconditional brand loyalty does not exist. If the price difference no 
longer corresponds to a perceived difference in quality: the brand is no longer in 
equilibrium. The so-called 'trammel-hook-analysis' (Degon, 1994) demonstrated 
empirically that the brands which are successful are most of the time those that had the 
lowest price within their own segment, which explains the success of MN. It has also 
become the reference for other brands in the market. 
The decline of KT, where the customers perceived it to be of poor value for money as 
compared to MN may be attributed to the above phenomenon. Similar was the case of 
UC and BS where the value for money was perceived to be low by the customers of 
segment - II, which was its target. The perceived quality of MN was similar to that of 
UC and BS, even though it was a lower priced brand. A brand needs to remain within the 
mainstream price prevailing in the market and needs to stay within the core of the market 
if it wants to continue (Kapferer, 2003). KT, UC and BS need to seriously look at its 
pricing strategy for its future growth and success. So is the case of SS whose perception 
of both quality and value for money is poor as compared to MN. 
KJ's success in-spite of being the highest priced brand in the Kolkata market may be 
attributed to the fact that it could successfully position itself more like a 'luxury' brand 
(Kapferer, 2003). 
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It was observed that SS emerged as the number two brand in the market in terms of 
market share along with KJ, though it lacked marginally both in perception of overall 
quality and value for money, but scored highly in the convenience factor, as both segment 
I and segment II considered accessibility/convenience as an important factor while 
making a purchase decision. 
All the brands in this study were small businesses having limited funds. Their shops, be 
it owned or franchised, were the best option for advertisements. Since majority of the 
shops in the chain were franchised (as observed in the study), management of franchisees 
was crucial in the implementation of marketing strategies. 
It was observed that MN shops were uniform in terms of decor and effectively used the 
frontage of the store by installing prominent signage. It used in-shop promos, like posters 
which were hung inside the shops. Also, festive promotions were undertaken 
occasionally. MN aimed to use its shops to create brand image. SS attempted to replicate 
the MN model. JJ's shops were very poor with respect to uniformity of decor and 
ambience.KJ utilized the shop decor to create an ambience and used special promotions 
during festive occasions. KJ built an aura around its brand by making its shop a 
destination store through occasional print advertisements. Other brands namely, BS, UC 
and KT lacked uniformity in terms of signage, decor and ambience of stores resulting in 
poor brand image. 
8. Managerial Implications 
It was observed that the firms like MN, KJ and SS who could align its market offerings 
with respect to the target segment achieved higher performance establishing the need for 
appropriate marketing strategies. 
The approach, which was used to study the marketing strategies of small firms, was 
simple and easy to comprehend. The only two input components required to interpret the 
appropriateness of marketing strategies were the firm's target market and a corresponding 
survey to understand customer perceptions. The interpretation of appropriateness, which 
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is reactive in nature, is important, particularly for small firms where marketing is mostly 
informal, unplanned, relies on intuition and differs from that of large companies. This is 
particularly relevant for small firms in the developing countries as they are not customer 
driven, like those in the developed countries. 
In the developed countries, growth of plant bakeries led to the decline of many small 
operations in the 1950s and 1960s. Similarly, adoption of in-store bakeries (ISBs) had an 
effect in 1980s and 1990s (Barker, 2001). A successful small firm is hence vulnerable in 
the face of organized competition. Small firms in the developing countries like India, 
which have traditionally enjoyed protection by the government, need to periodically 
assess the effectiveness of their marketing strategies and react accordingly for long term 
sustainability in the present liberalized environment. 
9. Research direction 
From a methodological standpoint, it may be worth mentioning that the study has been 
carried out in both qualitative and quantitative manner. The marketing mix elements were 
composed through qualitative observations and interviews only. This may further be 
refined in future. Further research may be undertaken to investigate the issues involved in 
managing chain operations, specially franchised chains as most small scale firms do not 
have the resources to fund their expansion through ovm shops. MN in Kolkata is a very 
good example of a small scale firm creating a successful brand over a period of time. 
One may investigate similar successful branding by small firms, which may be of special 
relevance to the small scale sector in India. Further research may also be undertaken to 
study the marketing strategies of other small firms in other sectors and also in other 
countries. 
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Preface 
The research on 'A study of Marketing Strategies of Selected Tiny and Small Scale 
Bakeries of Kolkata' is the culmination of an in-depth study. Ahhough we buy the 
products of these bakeries on a routine basis, we are not aware of the challenges faced by 
these units. Despite the fact that these small and tiny units pervade the business 
landscape, especially in a country like India, little study has been undertaken on the 
marketing challenges faced by these units. 
The study interested me few years ago when I was an entrepreneur involved in the 
promotion of a small scale bakery business in the city of Kolkata. I promoted the 
business in my mid 20s in the year 1994 with a chain of bake shops in the city. My 
success as an entrepreneur was probably the result of my marketing acumen. Through 
this study, I attempted to develop an approach to notionally interpret the appropriateness 
of the marketing strategies, which is important, particularly for small firms where 
marketing is informal, unplanned and relies on intuition. This work is not only the result 
of my experiences as an entrepreneur and researcher, but also owing to my love, emotion 
and passion towards the marketing strategies of the small and tiny bakeries. 
The research took around four years as data collection was found to be much harder task 
than it was thought of earlier. The units I studied and the managers and franchisees I 
interviewed were consistently helpful and tolerated with patience my repeated visits and 
phone calls. I am particularly thankful to the owners / managers of various bakeries of 
Kolkata - who showed much interest in the research. Mr. Amab Basu and Mr. Mohan 
Maitra of Monginis, Ms. Supriya Roy of Sugar & Spice, Ms. Lovey Barman of Kookie 
Jar, Mr. Pradeep Biswas of Kathleen and Mr. G. Sinha Roy of Jalajoga were always 
friendly and helpful. 
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Chapter - 1 
Introduction 
The study attempts to assess the marketing strategies of some selected tiny and small 
scale bakery firms of Kolkata (erstwhile Calcutta) and evaluate them using the frame of 
reference of the existing market of the city. 
1.1 Background 
In recent years there have been signs of substantial research interest in marketing 
practices of small and medium enterprises (SMEs) (Gillmore et. al, 2001; Blankson and 
Stokes, 2002; Hill, 2001; Siu, 2000; Siu et. al, 2004; Morrison, 2003; Lee et. al, 2001). 
Most of these studies have indicated the role of marketing to be critical in the 
sustainability of the small firms. In a recent study (Huang and Brown, 1999), the 
problems of sales and marketing were reported as important by 40 percent of the firms 
surveyed while other important factors reported were human resources (15 percent), 
general management (14 percent) and production / operations (9 percent)'. In India, a 
survey by the All India Management Association pointed out that among 872 SSI (Small 
Scale Industry) units in manufacturing, growth fell by 8.1 percent in 1998-2002. One of 
the main reasons cited by the units for not being able to do well was problems related to 
marketing (70 percent) (Jain, 2003). 
Several studies conducted earlier focus on marketing practices of the SMEs with the 
following findings: SMEs cannot do conventional marketing because of the limitations 
of resources which are inherent to all SMEs. SME ovraer/managers behave and think 
differently fi"om conventional marketing decision-making practices in large companies 
(Gillmore et. al, 2001). Marketing practices within the small business sector identified 
three key strategies employed by owner-managers - management /staff relationship, 
The study was conducted in the Australian context. 
profitability and changing markets (Blankson and Stokes, 2002)^. Another study 
revealed the patchy application of an adapted market orientation framework. 
Interestingly enough, it also indicated "informal" marketing deliberations taking place 
and that marketing in the small business sector seemed to be an informal and unplanned 
activity that relies on the intuition and energy of the owner-manager (Blankson and 
Omar, 2002). A study conducted in 1999 revealed that sales orientation of SMEs is what 
determines their marketing character"*. In the study, marketing practice and decisions 
were also characterized by significant usage of personal contact networks. The marketing 
decisions were ostensibly operational in character, became strategic and eventually 
effected strategic change in the marketing practices of SMEs (Hill, 2001). 
India being an Asian developing nation like China, whose marketing practices of small 
firms has been experienced to be somewhat different from those in developed countries 
like UK (Siu, 2000). According to Siu (2000), British small firms are customer driven 
compared to Chinese small firms, which perceive marketing as sales function and an 
order getting activity. Some of the high performing small firms, as experienced by Siu, 
place marketing in a leading position of corporate planning, set aggressive marketing 
objectives and undertake some in-house researches to collect information. On the 
contrary, European small firms have a higher level of awareness and degree of using 
situation analysis. In the recent researches of Siu et al, it was observed that higher 
performing Taiwanese SMEs were still sales oriented and made less use of strategic 
planning tools although they were quite aware of those tools (Siu et. al, 2004). 
Kirby and Siu (1998) provided a critical review of researchers into the role and processes 
of marketing in small firms and attempted to classify the earlier studies. They identified 
four approaches, namely the stages/growth model; the management styles model; the 
marketing as a management function model and contingency model. They observed that 
too much attention has been paid to the limitations and constraints of small businesses, 
but importance of marketing discipline was neglected. Romano and Ratnatunga (1995) 
^ Marketing practices within the UK small businesses were studied 
^ The study assessed the marketing practices among African and Caribbean small businesses in London 
* 57 SMEs in Ireland and UK were studied to identify key determinants of SME marketing activities 
explored the role of marketing in the development of small enterprise research (SER) 
through examination of 42 marketing related studies of small firm settings. They 
identified and discussed three major research thrusts from the literature as - marketing as 
a culture, marketing as a strategy, marketing as tactics. They suggested that further 
research was required to extend the database. 
The current research addresses the issue of studying the marketing strategies adopted by a 
group of small firms in the city of Kolkata, India. 
1.2 Statement of the problem 
One of the measures of the policy support for promoting small businesses in India was 
the policy of "reservation"^ The policy of "reservation" initiated by the Government of 
India in 1967 was primarily as promotional and protective measure to SSIs vis-a-vis the 
large scale sector, granted protection to the small scale sector, with the only exception 
being the case of large units which undertook minimum level of exports at 75 per cent of 
their total production (Source: DC (SSI) Second All India Census (1987-88)). 
The policy environment for Indian industry in the 1990s underwent an array of changes 
with the broad-based domestic economic reforms launched in 1991, leading to a series of 
reforms in industrial and trade policies. The Indian Govenmient decided to introduce de-
reservation of small scale industries (SSIs) in a phased manner since 1997. 
As a result of de-reservation, significant inflows of large organizations were expected in 
all these sectors, leading to increased competition. As mentioned earlier, studies 
conducted amongst SSIs post de-reservation in India indicated problems related to 
marketing as one of the main reasons for under performance (Jain, 2003). The third 
census on small scale industries (SSIs) in India also identified marketing problems as 
Reservation of products for exclusive manufacture in the SSI Sector has been one of the important policy 
measures for promoting this sector. This policy was initiated in 1967 with 47 items which was enlarged to 
807 items in 1978. (http://exim.indiamart.com/ssi-policies/policv-reservation.html - 30.09.2003) 
causes of exit and sickness in 36 percent of the cases (Business World, 2005). For the 
existing small and tiny bakeries appropriate marketing strategies may hence be the 
critical success factor. It is, therefore, necessary to study the existing marketing 
strategies of these firms. 
1.3 Justification of the Study 
Studies, as indicated in the earlier section, identified problems related to marketing as one 
of the key reasons for vmderperformance of the small and tiny businesses in India. Hence, 
appropriate marketing strategies are crucial for ensuring long-term sustainability of the 
small and tiny firms in India, especially post de-reservation. For the existing small and 
tiny firms in India, appropriate marketing strategies may be the key for survival, growth 
and customer retention. Thus the importance of appropriate marketing strategies needs to 
be investigated especially in case of small firms in a developing country like India. 
Survival and growth of the small and tiny enterprises is critical for a healthy economic 
growth of the country. The small and tiny firms provide solution to the problems of 
scarcity of capital and widespread un-employment. It has the advantage of the low 
investment, high potential of employment generation, decentralization of industrial base 
and dispersal of industries. Long-term sustainability of the small and tiny firms is crucial 
for the development and growth of the national economy, especially for a developing 
country like India. 
Since it was important to study the marketing strategies of the small firms, the bakery 
sector was chosen for the purpose of the study, as it was earlier reserved for the SSIs. 
Abid Hussain Committee^ had recommended the de-reservation of the bakery industry. 
The Government in the 1996-97 budgets implemented the recommendation and the sector 
was de-reserved (www.indiainfoline.com/mofpi.nic.in /annualreport/dfp 96-97/chapter -
18.11.2003). 
Abid Hussain Committee was set up in December 1995 by Government of India to address the need for 
reforms in SSI sector. Report of the Committee was submitted in January 1997. 
Moreover, very little studies have been conducted earlier on the small and tiny bakeries 
of India. Bakery industry in India presently consists of numerous small and tiny 
enterprises. Only 40% of the same is in the organized sector, while the balance comprises 
of unorganized, small scale local manufacturers. Currently there are an estimated 2 
million bakeries across the country engaged in the production of various bakery items. 
These bakeries are largely dependent on manual labour with very limited automation and 
hence have high potential for employment generation. If the market for bakery expands, 
there will be opportunity for creating further employment which will bear a positive 
impact on the economy of the country (Samant, 2002). 
Studies, as indicated in section 1.1, point out that much attention has been paid to the 
limitations and constraints of small businesses. In most of these studies, the importance 
of marketing discipline has been neglected (Kirby and Siu, 1998), even though it is now 
recognized that SMEs are unique and that scaled down large business models may not be 
suitable for them (Kwaku, 1997). Also, majority of the earlier studies undertaken with 
respect to the marketing discipline in the small businesses, focus on organizational 
factors leading to the market responsiveness. There has been, however, little scope in 
these researches to explore the relative merits of marketing strategies adopted by the 
firms. This may be of particular significance for small firms since their marketing 
activities are mostly unplanned, informal and relies on intuition (Blankson and Omar, 
2002). The current research addresses the issue of studying the appropriateness of 
marketing strategies adopted by a group of small and tiny bakery firms in India and its 
impact on performance. 
1.4 Research objective 
The study attempts to assess the marketing strategies of some selected tiny and small 
scale bakery firms in the city of Kolkata and evaluate them using the frame of reference 
of the existing market of the city. The city has a wide cross section of consumers who 
have choices typical to their own segment. The study aims to investigate the basis of 
segmentation in the market, the target segment of the firms, the relative success achieved 
by these firms of and the reasons for the same. The broad objectives of the study are 
mentioned below. 
3.2.1 To understand the buyer characteristics of the small and tiny bakery firms of 
Kolkata, with respect to brand preference, reason for choice, type of purchase 
etc. 
3.2.2 To study the present marketing mix of the small and tiny bakery firms of Kolkata. 
3.2.3 To study the basis of segmentation for the buyers of the small and tiny bakeries of 
Kolkata. 
3.2.4 To assess the perception of the brands as perceived by their target customers with 
respect to the small and tiny bakeries of Kolkata. 
3.2.5 To notionally interpret the appropriateness of the marketing strategies for the 
small and tiny bakery firms of Kolkata. 
3.2.6 To assess the impact of appropriateness of marketing strategies on the 
performance of the firms. 
3.2.7 To remark on the effectiveness of the present marketing mix of the firms in the 
light of their performance. 
1.5 Background of the study 
An extensive literature survey was undertaken in the second chapter with respect to the 
following. •$ 
i. Challenges for small businesses and the role of marketing in the success of small 
businesses 
ii. The small scale sector in India and its challenges 
iii. Overview of the trends in the marketing of the bakery products 
iv. Global market for bakery products and the challenges for the bakery industry in 
India 
V. Theoretical background based on which the marketing strategies of the small and 
tiny bakery firms of Kolkata were studied. 
Since the study relates to the challenges faced by the small scale businesses, the survey of 
the literature covered the role of marketing with respect to the small businesses as 
identified in the earlier studies (section 2.1). 
The role of small scale sector and its development in India was studied in the subsequent 
sections. It also covered the need for competitiveness of the small scale sector in India 
with the onset of liberalization and WTO regulations (section 2.2). 
The overview of the trends in the marketing of the bakery products internationally was 
studied in section 2.3. It discussed the various formats from which bakery items are sold -
in-store bakeries, in-store bakeries using frozen dough, chain stores, supermarket / 
convenience stores, bakery cafe, bakery and eatery, exclusive shops and on-line bakeries. 
The global market for bakery products especially with respect to US and some of the 
European countries was studied in section 2.4. It also covered the emerging trends in the 
global market for bakery products and also the challenges faced by the bakery industry in 
India. 
The theoretical background related to marketing strategies was discussed in section 2.5. It 
covers the literature related to marketing concept, marketing orientation and marketing 
strategies. It attempts to look at the way marketing strategy has been viewed by various 
researchers. It also throws light on the issue of marketing productivity, its impact on 
marketing assets like brand equity and also market position like sales growth and market 
share. 
1. 6 The Study 
Based on the literature survey as discussed in Chapter 2, a framework was developed for 
the purpose of the study (Figure 3.3.1). The framework was described and validated 
empirically by using a set of data for a number of small business firms of similar nature. 
The steps involved in the design of the study are explained in Chapter 3 and consisted of 
the following steps as illustrated in figure 1.6.1: 
Figure 1.6.1: Design of the Study 
Identification of the 
Firms 
Study of the Marketing 
Mix of the Firms 
Customer Survey to 
study Market 
Characteristics and 
Customer Perception 
Interpretation of 
Appropriateness of 
Marketing Strategy 
Evaluation of Customer 
Based Brand Equity 
Market 
Position of the Firms 
Remarks on the 
Effectiveness of 
Marketing Mix 
In step 1, the homogeneity of the market in the city of Kolkata was looked for, which was 
dominated by a group of small and tiny bakery firms and important in terms of growth 
and opportunity. A pilot survey was conducted for the selection of the firms for the study. 
The details of the findings of the pilot survey and the basis of selection of the firms are 
mentioned in section 3.5.5. Seven firms were identified based on the pilot survey for the 
purpose of the current study (Table 3.5.10.2). The scope of work, narrows down to the 
study of the marketing strategies of these seven tiny and small scale bakery firms of 
Kolkata, all of which were single brand entities. 
In step 2, typical marketing mix of the firms was studied through case study method. The 
case studies were developed based on business reports and direct interviews with top 
level managers/owners of the firms based on their perception of the target segment and 
competition. Also, the market offerings of the firms were studied by way of shop visits, 
collection of product catalogs, price lists-and promotional materials like advertisement. 
The details of the findings with respect to the marketing mix of the bakery firms of 
Kolkata are discussed in chapter 4. 
In step 3, the study involved measuring the customer perception of the firms with respect 
to their market offerings; a customer .survey was designed by way of structured 
interviews. The survey was based on simple random sampling. Target population was 
those who bought products from the bake shops in the city of Kolkata. The details of 
instrument development, pre-testing, sampling procedure, questionnaire administration 
and data analysis are mentioned in section 3.7. The customer survey data was then 
analyzed with the objective of understanding the profile of the customers, general 
characteristics of the market, various types of purchases and customer preferences. The 
basis of segmentation of the market was also investigated. In the survey, the rating of the 
respondents with respect to the various quality attributes of the brands were obtained 
along with the corresponding importance attached to each of these attributes. Factor 
analyses were performed on all the quality attributes to investigate the presence of 
significant factors among the attributes under study. Then, for each of the segments, 
customer perception profile was constru^ed for all the brands, by way of a two 
dimensional positioning map, one indicating the perceived quality factors and the other 
the perceived value for money. The details of the findings as derived from the customer 
survey are mentioned in chapter 5. 
In step 4, the alignment of the customer perceptions as reflected in the positioning maps 
with respect to the target segments were compared for all the seven firms. The 
positioning maps were interpreted in a qualitative way to judge the relative merits of the 
marketing strategies of the firms. The appropriateness of the marketing strategies was 
then interpreted for each of the firms and is mentioned in section 6.5. 
In step 5, the customer based brand equity of the firm's brands were attempted to be 
studied using parameters like brand awareness, brand loyalty, perceived quality using the 
customer survey data. Another parameter of customer based brand equity, brand 
association was evaluated by way of word association test. The evaluation of the 
customer based brand equity of the firms is given in section 5.4. 
In step 6, performances of the firms were studied by assessing both the customer based 
brand equity and the market positions of the firms. The market position, like market share 
and sales growth of the firms were studied through internal reports, outlet surveys and 
interviewing the management of the firms. The performances of the firms were then 
interpreted in the light of the appropriateness of the marketing strategies adopted by the 
individual firms and are given in section 6.6. 
In step 7, an attempt was made to remark on the effectiveness of the marketing mix of the 
firms in a qualitative manner in the light of their performance as mentioned above. The 
fiiture options for each of the firms were also discussed. The implications of the study 
and the direction for future research were also indicated based on the findings and is 
given in (sections 6.7 to 6.10). 
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1.7 Expected benefits from the study 
1) The study aims to show and prove the importance of appropriate marketing strategies 
for the sustainability of small businesses in a competitive environment, especially in 
context of a developing country like India. 
2) The study is particularly relevant since there is a paucity of research undertaken 
earlier to investigate the relative merits of marketing strategies for the small and tiny 
firms. 
3) Very few researches had been undertaken earlier with respect to the marketing 
strategies of the tiny and small scale bakery firms in India which has a high potential 
for employment generation. 
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Chapter-II 
Literature Review 
An extensive literature survey has been undertaken in this chapter with respect to the 
following. 
i. Challenges for small businesses and the role of marketing on the success of small 
businesses 
ii. The small scale sector in India and its challenges 
iii. Overview of the trends in the marketing of the bakery products internationally 
iv. Global market for bakery products and the challenges for the bakery industry in 
India 
V. Theoretical background based on which the marketing strategies of the small and 
tiny bakery firms of Kolkata were studied. 
2.1 Challenges for Small Businesses 
Small businesses are much easier to describe than to define and to this day there is no 
generally agreed operational or numerical definition of what constitutes a small business. 
Countries, and in many cases individual institutions within them, have developed 
classifications and definitions that reflect their own particular requirements. These 
criteria tend to reflect the nature and composition of the country's economy on one hand, 
as also the context and need of the market under consideration on the other. This is 
clearly reflected in Table 2.1.1. In India, an industrial undertaking in which the 
investment in fixed assets in plant and machinery whether held on ownership terms or on 
lease or on hire purchase does not exceed INR 10 million is classified as a Small Scale 
Industry (SSI), (http://www.smallindustrvindia.com/ssiindia/definition.htm - 30.09.2003) 
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Table 2.1.1 Definition of small-scale industries in different countries 
COUNTRY 
USA 
UK 
Japan 
Korea 
Malaysia 
Sri Lanka 
CRITERIA OF DEFINITION 
No official definition exists, but generally refers to < 100 employees 
A manufacturing unit employing < 200 employees, having < 50,000 pounds 
turnover in retail trade or < 200,000 pounds turnover in wholesale trade 
A construction unit employing < 25 employees, and in transport unit having < 5 
vehicles. 
A manufacturing unit employing < 300 employees, having < 100 million Yen 
investment 
A mining and wholesale unit employing < 100 employees, having < 30 million 
Yen investment 
A retail trade unit employing < 50 employees, having < 10 million Yen 
investment 
A manufacturing unit employing < 300 but > 5 employees, having < 500 
million Won investment 
A construction unit employing < 50 but > 5 employees, having < 500 million 
Won investment * 
No ceiling on employment, investment limit 250,000 RM 
Mainly run by power, investment limit Rs 0.2 million 
Source: Hussain (2003) 
Small business sector is regarded as the fundamental ingredient in the establishment of a 
modem, progressive and vibrant economy. There are a number of reasons why there is 
considerable interest in the creation and management of small businesses. They are as 
follows: 
• Small firms help to diversify a nation's economic base and provide it with the 
opportunity of responding to a variety of market conditions. 
• Small firms assist in employment creation 
• It promotes an element of local control and accountability 
• The over dependence on large enterprise supported by international finance can be 
unhealthy and deprives regional economies of their dynamism and independence. 
• It provides an opportunity to transcend social inequality and unemployment trap 
• It is an expression of healthy and necessary competition against the excesses of large 
business, monopolies and exploitation 
• It helps in the development and dissemination of new forms of technology 
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• Small firms are the natural avenues for self-development and individual achievement, 
being the natural expression of entrepreneurship (Beaver, 2002). 
However, small firms are not merely large firms in miniature. They have special 
characteristics that may make them inherently riskier than large ones. The following 
vulnerabilities were identified. 
• Small businesses are frequently dominated and controlled by one person. He thus has 
an overwhelming influence on all aspects of the firm's direction, development and 
performance. 
• They are heavily dependent on a small number of customers 
• Due to their small market share they are unlikely to exert much influence in their 
concerned sector 
• They have problems in raising capital that significantly restrict their choice of 
strategies of business development 
• They fail to diversify under changing conditions (Beaver, 1995). 
The small business sector by its very basic nature has to confront a large number of 
challenges. Small firms find it difficult to get access to the information and finance they 
need. They are often unable to draw on the same range of expertise and experience as 
large companies. They have fewer resources to get to grip with regulations and fewer 
opportunities to influence government thinking. 
At the heart of most business start up lies the problem of lack of credibility for the 
founder in dealing with the new business stakeholder community. While a track record 
may be one of the major sources of reassurance in these circumstances lack of one may 
turn out to be a major obstacle to overcome. The 'credibility merry go round' illustrates 
this point particularly well (Birley, 1996). The concept (figure 2.1.1) clearly shows the 
inter-related nature of the resources, factors and stakeholders involved in the process and 
how the event is essentially a dynamic one. 
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Figure 2.1.1 Credibility Merry Go Round 
Credibility 
Money 
Suppliers 
Premises 
Customers 
Source: Birley(1996) 
How the individual responds to this difficult and unique challenge is also a good indicator 
of entrepreneurial skill, determination and flair. 
Lack of relevant knowledge and skill may be reckoned to be another challenge in the start 
up process and stresses on the need of providing management training to the small 
business owners that would enable them to formally learn the competencies and thus 
perform better than untrained individuals (Storey, 1994). Access to finance is another 
important influence on start up success and subsequent development. 
There is no optimal capital structure that the small firms should try to achieve. However, 
when the firm value and competitive advantage are based on intangible assets such as its 
people, then due to lack of opportunity to leverage upon tangible assets, debt finance 
should be used less. It is almost impossible to overrate the importance of bank finance to 
small business. Bums and Dewhurst (1989) in their text on small business finance clearly 
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say, "At present some 60 % of the funds needed by small businesses come from the bank. 
Small firms turn to their local branch manager, not only for short term funds, but 
increasingly, for medium and long term funds. It is evident that the relation the proprietor 
has with the local branch manager is of crucial importance". 
There are also a number of other problems a small firm may face while starting a 
business. While in the start up phase everything takes longer than planned, gaining 
market credibility is also very difficult. Lack of accurate forecasts, demanding supplier 
relationships, internal conflicts, and excessive credit payments may also hinder the 
progress of the firm. 
It has been showed that firms that succeeded in surviving 2 to 3 years and have gone 
through a number of crucial phases, attain a stable foundation from which they can 
continue to develop (Mayer, 1961), (Freeman, 1983), (Hall, 1995). Consequently early 
development process is of prime importance to any small business (Daft, 1995). 
Early development process is one of the most important periods in the life of a small firm 
and the thoughts and the driving forces implemented then can be decisive for the 
continued growth and development of the firm. In fact in such introductory stage, a firm 
may attain a position of strength by satisfying two criteria: 
a) Securing an input of resources 
b) Developing an ability to manage and utilize such resources (Kimberly, 1980). 
After this basic position of strength is achieved, a firm has a good deal of leeway in 
generating and managing its resources. 
The concept of 'base for potential development' was introduced as an expression of such 
stabilization (Gibb, 1986). A development base is said to be attained when the newly 
developed firm has developed adequate resources, experiences, control, leadership and 
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idea. With this, the firm then has the possibility to develop and to manage future 
environmental changes and thereby may be considered to attain stability. 
This view was reinforced in the fundamental thesis entitled 'Business Platform Model' 
which stated that the firms are vulnerable in their early life and continually run the risk of 
disappearing from the market (Klofsten, 1992). Their success is determined by how well 
this vulnerability is overcome. Eight firm level cornerstones that determine a firm's early 
development process. This is shown in Table 2.1.2. 
Table 2.1.2: The 8 Cornerstones of Small Business Development in the Early Stage 
Cornerstones 
Formulation and 
Clarification of the 
Business Idea 
Development to Finished 
Product 
Development of an 
Operational Organization 
Core Group Competence 
Commitment of the Core 
Group and the Prime 
Motivation of Each Actor 
Customer Relations 
Other relations 
Definition of Market 
Source: Klofsten and Davie 
Minimum Levels to Attain 
The idea must be clarified so that the special springboard is 
understandable and can be communicated internally and easily 
Once the product is available it must gain acceptance by one or 
more reference customers. The firm then has proven it is capable of 
meeting needs and wants. 
The organizational structure should facilitate functional co-
ordination. It should take advantage of firm's inherent flexibility and 
innovative ability and ensure internal co-ordination to maintain and 
develop external relations. 
A business firm must have technology and commercial competence 
to develop its products and markets. It is crucial to have access to 
expertise for solving the firm's real problem 
A basic requirement for development is that at least one person is 
highly motivated and the other key factors are committed to the 
business idea 
A customer base must be qualitatively and quantitatively strong 
enough to generate operating revenue 
The firm may sometimes need additional capital, management 
know-how or other oil in its machinery to complement the 
customer's relationship 
The firm must define a market that is large and profitable enough to 
ensure survival 
sson (2003) 
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Customers may not even know that the product can meet their needs or be able to 
appreciate its true benefits (Athaide, 1996). Presence of well-established competitors with 
known value proposition and established brand image does not help their cause (Rogers, 
1983), (Slater, 1993). 
A new venture can be seen either as an entirely new identity by customers or as an 
established corporate identity venturing into a new market with a new product. The 
ability of a corporate identity to provide an umbrella for new product development and 
new venturing has long been recognized and may be reckoned to be a source of 
competitive advantage (Belch, 1987), (Keller, 1993). Though competitive advantage may 
be concerned with developing a value creating strategy by uniquely combining bundles of 
valuable firm resources and skills to yield positional advantage, yet for a new firm 
convincing the customers of their superior value proposition may not be an easy task i.e. 
even if they have the requisite skills and resources (Porter, 1985). 
Uncertainty that individuals possess regarding a new venture may be mitigated if 
customers know and trust the individuals, running a venture (Suchman, 1995). The point 
was reiterated by (Shepherd, 2003). According to them, a corporate venture into an 
unrelated industry, while still considered a new venture, can be viewed as more familiar 
to customers than a venture in which the customers are completely ignorant of the 
organization launching the venture. A known and well-reputed management team has 
greater legitimacy than an unknown management team. 
Stichcombe (1965) argues that a newly found small business suffers from "the liability of 
newness". Being unable to provide clear evidence of its ability to compete against more 
established firms, an information gap or "information asymmetry" prevents stakeholders 
from judging the full capabilities of a firm (Dixon, 1991). Consequently, these businesses 
lack recognized institutional legitimacy and have problems in attracting money, 
customers and competent personnel (Zimm|rman, 1997). 
In the absence of history of success, small business management can endeavour to 
strengthen the market status by establishing a positive corporate reputation in the shortest 
time possible. This reputation defines a company's identity - as seen by important 
stakeholders - in the market competitiveness of its products, the efficient management of 
its resources and its potential for fiiture success. A good reputation is perceived by others 
as an indicator of the firm's overall effectiveness. It attracts investors, decreases costs, 
ensures better terms from suppliers, encourages customers to buy and assists in the 
recruitment of skilled manpower (Bollinger et. al, 1997). 
However (Goldberg, 2003) complain that despite its attractiveness, few small businesses 
follow a reputation building strategy. Few managers make a pragmatic and premeditated 
decision to invest in building a corporate reputation as one of the primary objectives 
during early stages of business development. Thus it is another major challenge 
confronting small businesses. 
Multiple and often conflicting objectives pursued by the Government may also fail to 
cater to all the needs, wants and deficiencies of the small firm sector. (Storey, 1994) 
clearly recommends that "the government in its dealing with the small firms, needs to do 
less and better, rather than more and worse. The very clear message that comes across 
discussions with small firms is in creating a suitable macroeconomic framework within 
which firms can prosper." 
In fact, it may be logically concluded that small firms seek an environment with low 
infiation, low interest rates, steady economic growth and a high level of aggregate 
demand. This macro-economic framework appears to be the acid test by which small 
firms judge the economic effectiveness of the government. 
Having the appropriate organization structure and the necessary resources are other 
challenges faced by the small firms from a contingent theory perspective (Drazin, 1985). 
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One may argue that there is no uniformly best organization structure for all firms in all 
circumstances. Instead, one has to find the appropriate fit among and within contextual 
factors (environment, technology etc), design factors (strategy and institutional models) 
and structural factors (complexity, centralization, and formalization). 
Management in the smaller firm is essentially an adaptive process, concerned with 
adjusting a limited amount of resources in order to gain the maximum short-term 
advantage. In the small firm efforts are concentrated not on predicting but controlling the 
operating environment, adapting as quickly as possible to the changing demands of the 
environment and devising suitable tactics for mitigating the consequences of any change 
that occur. The key skills and abilities required for small firm management process is 
shown in figure 2.1.2. 
Figure 2.1.2: The Small Firm Management Process 
ENTREPRENEXnUAL SKILLS 
{adaptive and organic) 
Innovation 
Risk-taking 
Tactical Planning 
Negotiating 
Trouble shooting 
Interpersonal communications 
Strategic Management Thinking 
Common Core Skills Required 
Decision-making 
Problem solving 
Information processing 
Management Skills and Abilities 
Issues of organizational formalities 
OWNERSHIP SKILLS 
(predictive and mechanistic) 
Objective setting 
Policy Formulation 
Strategic planning 
Organizing 
Coordinating 
Monitoring 
Source: Beaver and Jeimings (1995) 
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While it may be argued that the identified attributes in figure 2.1.2 are generic to all 
management situations, the complexity of the small business operating environment 
demands a unique blending of these qualities to succeed in exploiting competitive 
advantage to achieve and sustain superior performance. 
Consequently a critical aspect of strategic implementation of small firms is, among other 
things, to recognize that firms can pursue different competitive strategies in different 
industries. The administrative mechanisms used by small business managers to follow a 
competitive strategy may also differ (Hanks, 1994). At least two different administrative 
mechanisms are available for the small business manager to develop and pursue a 
competitive strategy. One refers to managerial skill needed to implement and follow the 
strategy developed (Govindrajan, 1988). The other refers to the design of organization 
structure i.e. how job tasks are divided grouped and coordinated (Dodge, 1992). 
From a strategic perspective, one could argue that the small business manager must have 
the knowledge about the firm (internal conditions like resources, control systems, 
operations etc.) and the industry in which it operates (external conditions like 
competitors, suppliers, customers etc) and must have the managerial skills to develop a 
competitive strategy (Luo, 1999). This would enable the small business manager know 
for which resources to strive and how to structure them. 
Based on this knowledge it is also argued that when the small business manager has this 
knowledge about external and internal conditions can he develop a competitive strategy 
and a structure that fits together as illustrated in figure 2.1.3. 
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Figure 2.1.3: Fit among competitive strategy, administrative mechanism and 
performance 
Administrative Mechanisms 
MANAGERIAL 
SKILLS 
ORGANIZATION 
STRUCTURE 
COMPETITIVE 
STRATEGY 
SUPERIOR 
PERFORMANCE 
Source: Barth (2003) 
Another major challenge before small business managers is their apparent apathy towards 
risks, change, aggregation, and innovation. The major differences between managers and 
entrepreneurs were three psychological constructs: achievement motivation, risk taking 
propensity and innovations (Gasse, 1982). Cavin (1988) too subscribes to a similar kind 
of a view. Both the studies suggest that intention to grow and innovation orientation are 
characteristics of entrepreneurial behavior. However, this was lacking in the small 
business managers. 
Stewart (1998) found that small business owners were more comparable to managers. 
Their main concern is to secure an income to meet their immediate needs than the 
entrepreneurs who are higher in achievement motivation, risk taking propensity and 
preference for innovation. (Hodgetts, 2001) while describing small businesses mentioned 
that small businesses are businesses that are independently owned and operated, are not 
dominant in their field and usually do not engage in many new and innovative practices. 
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This risk aversion nature of small businesses results in its losing out on a number of 
opportunities. 
Now the aspect that makes new ventures into the small businesses immensely risky is 
nothing but the uncertainty regarding the rate at which the customers will adopt the new 
(Lambkin, 1989). In other words, their doubt is to what extent and how quickly will 
customers switch from a product with which they are familiar to an unknown one? This 
uncertainty stems from the lack of knowledge regarding both the performance and the 
benefits of the new product (Bentler, 1990). (Zeithaml, 1996) too state that client contacts 
are not enough. There actually must be consumers buying continuously. Consequently, 
the customers hold the key to the success or failure of any small business. 
Churchill's (1994) six-stage model clearly outlines expansion of customer base and 
increase in turnover as one of the key challenge faced by small firms in its conception/ 
existence stage. For those firms whose main aim is growth, there are a number of 
challenges that have to be faced. In 1994 the six-stage model for company growth was 
proposed. Each stage of the model is characterized by what Churchill describes as "an 
index of increasing size, complexity and or dispersion". 
The model allows owners to assess the type of challenges facing them at current and 
future stages: 
1. Conception / existence 
2. Survival 
3. Profitability and stabilization 
4. Profitability and growth 
5. Take-off 
6. Maturity 
The model outlines expansion of customer base and increase in turnover as one of the key 
challenges faced in the conception / existence stage (Churchill, 1997). 
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Most small business starters do not make it past the entrepreneurial stage. Daft (1995) 
suggests that 84% of business that make it past the first year still fail within five years. 
However, failure is difficult to measure with any degree of accuracy. 
Of a multiplicity of definitions of failure, two definitions of failure may be worth 
mentioning in the context of the study: "A business can be said to have failed when it is 
disposed of or sold or liquidated with losses to avoid further losses"; failure is defined as 
"the condition of the firm when it is unable to meet its financial obligations to its 
creditors in fiall. It is deemed to be legally bankrupt and is usually forced into insolvency 
liquidation" (Murphy, 1996). 
Birley (1995) interviewed 486 bankers and accountants to give the reasons for client 
failure. Eighty seven individual reasons were listed as contributing to the failure of an 
owner - managed firm. These were reduced to two dozen themes listed below: 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
Capital structure 
Management team 
The economy 
Customer diversity 
Financial management 
Owner attitudes 
Rising costs 
Lack of planning 
Pricing 
Suppliers 
Marketing 
Growth 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
Quality 
Adverse publicity 
111 Health 
Partnership problems 
Obsolescence 
Reliance on grants 
Family succession 
Legislation 
Cost of money 
Personal problems 
Fire, Flood 
Industrial injury 
The study points out that marketing and factors which are related to marketing like 
customer diversity, pricing and adverse publicity are the reasons for failure. The reasons 
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for failure in the small firm have attracted much attention. (Hall, 1995) gave three 
explanations - one of them is related to the structure of markets and segments of markets 
they compete in. Hall also surveyed the owners of small business and their perceptions of 
primary cause of failure. His study pointed out those external issues like lack of demand, 
reliance on a few customers, competitor behavior and poor forecasting are the key 
contributors in failure. Peppard and Rowland (1995) identified a set of objectives a firm 
should set itself in order to remain competitive. Delivery, pricing, relationship 
management were identified as the key objectives of the firm. They identified that all 
firms are built upon three broad pillars- people, technology and processes. When 
designing processes to meet customer's requirements and the customers within it, four 
critical elements need to be considered— customer requirements, pattern of demand, 
constraints, and efficiency targets. 
These elements set the deliverables for a product or service delivery process, known as 
the service task (Armistead, 1990). A clear understanding is critical if processes are to 
be redesigned to meet the needs of the customers. For this many organizations focus on 
the customer care aspect. The three most important things a firm needs to measure in a 
business are customer satisfaction, employee satisfaction and cash flows, pointing the 
importance of marketing for any successful organization (Dawer, 1999). 
Strategic marketing is a market-driven process of strategy development, taking into 
account a constantly changing business environment and the need to achieve high levels 
of customer satisfaction. It essentially focuses on organizational performances rather than 
the traditional concern about increasing sales and builds competitive advantage by 
combining the customer-influencing strategies of the business into an integrated array of 
market-focused actions. Marketing strategy is defined as the analysis, strategy 
development, and the implementation activities in selecting target market strategies for 
the product-markets of interests to the organizations, setting marketing objectives and 
developing, implementing and managing the marketing programs, positioning strategies 
designed to meet the needs of customer in each target market (Cravens, 1997). 
25 
According to (Kotler, 1999) a typical marketing strategy consists of: 
Analyzing market and competition 
Segmenting market 
Market targeting and positioning strategies 
Relationship strategies 
Product/ Customer strategies 
Distribution strategy 
Pricing strategy 
Advertising, service and sales promotion strategies 
Research and development strategies 
Marketing research strategies 
The marketing concept is a consciously articulated philosophy of business that says, in 
essence, 'The customer is king'. Implicit in the marketing concept is the need to ensure 
the long-term continuity of predictable quality, sales and service, and in turn viability of 
the enterprise. 
The marketing concept is interwoven with an explicit assumption that every organization 
has a responsibility to its constituent stakeholders. According to Edward (1984), a 
stakeholder is any individual or group who can affect or is affected by the actions, 
decisions, policies, practices or goals of the organization. These include owners, 
customers, employees, suppliers as well as private investors and lenders. Also 
communities are stakeholders interested in profitable business that sustain tax revenues 
and employment. What is needed is a strategic approach to marketing so that sale 
reinforces a composite set of objectives, including customer satisfaction, profitability and 
long term continuity of the enterprise (Holt, 1998), (Weiss, 1998), The argument may 
also hold good for the small scale industries of India. 
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2.2 The small scale sector in India 
The small-scale sector has been assigned a significant role in the industrialization and 
economic development of India as an effective tool in sub-serving the national objective 
of growth with social justice. Its importance has been increasingly recognized in India as 
a solution for the problems of scarcity of capital and widespread unemployment and 
under employment. Small industries play a key role in country's economic development 
with advantages of low investment, high potential of employment generation, 
decentralization of industrial base and dispersal of industries to rural and semi urban 
areas. Small-scale industries facilitate an effective mobilization of resources of capital 
and skill that might otherwise remain unutilized. It is credited with short gestation 
periods, generation of large employment opportunities, and conduciveness for its 
dispersal over wide geographical area and creation of widening base of indigenous 
entrepreneurship. Up-gradation to technology and adoption of other modernization 
measures has received added attention in the recent years to make this sector more cost 
effective. 
2.2.1 Definition of small scale industry in the Indian context 
The concept of small scale in India has been changing from time to time (Prasad, 2003). 
In the early fifties, the definition had an upper limit of workers depending upon whether a 
unit was working with or without power. Investment was related to fixed investment. 
Since 1966, it is related to the upper limit of investment in plant and machinery only. The 
upper limit was fixed at INR 0.75 million only as investment in plant and machinery 
(original value) in 1966. This was revised to INR 1 million in 1975, to INR 2 million in 
1980, to INR 3.5 million in 1985 and to INR 6 million in 1991. The investment limit for 
Ancillary unit was kept higher than a typical small-scale unit. The corresponding figures 
being INR 1 million in 1966, INR 1.5 million in 1975, INR 2.5 million in 1980, INR 3.5 
million in 1985 and INR 7.5 million in 1991. Export oriented units were for the first fime 
given a distinct position in the policy resolution in 1991 and their investment was raised 
to INR 7.5 million provided they exported at least 30% of their production by the third 
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year of their establishment. A concept of Small Service Establishment was introduced in 
1980.The SSE unit had an upper limit of INR 0.2 million and had to be located in areas 
where population size did not exceed 0.5 million. The Expert Committee on Small 
Enterprises (1997) headed by Abid Hussain recommended an investment limit of INR 2.5 
million for tiny units and INR 30 million for small and medium enterprises. However, the 
Industrial Policy of 1999 revised the definition of small-scale and ancillary units, 
reducing the investment limit to INR 10 million from the recommended INR 30 million. 
2.2.2 Development of Small Scale Industries in India 
Since independence there emerged a number of ways and means to develop small 
industries in India (Hussain, 2003). While the first Industrial Policy Resolution of 1948 
emphasized the necessity of cottage and small enterprises, the Industry (Development and 
Regulation) Act of 1951 reserved a large number of small industries for government 
regulation and support. Besides in 1954, the Government of India set up a number of 
institutions like the Central Small Industries Organization (CSIO), National Small 
Industries Corporation (NISC) and Small Industry Extension Training Institute (SIETI) to 
develop and finance small sector industries. 
Realizing the importance of the small-scale industries in the development of the national 
economy, the Industrial Policy of 1956 suggested as a matter of principle that the 
government should concentrate on measures designed to remove the basic handicap of 
small-scale industries such as lack of technical and financial assistance, shortage of 
suitable working accommodation and the inadequacies of repairs and maintenance 
facilities etc. It was also stressed that technique of production of village and small-scale 
industries should be constantly improved and modernized. 
The major thrust of the Industrial Policy of 1977 was to increase the number of items 
exclusively reserved for the small-scale sector from the erstwhile 180 to 504. It was also 
decided that support would be provided to the small-scale industries on a priority basis, 
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that indigenous technology would be stressed upon and that District Industry Centers 
would be set up to look into the needs of individual districts. 
The emphasis of the 1980 Industrial Policy was on the harmonization of growth in the 
small-scale sector with the medium and large-scale sector. After the economic 
liberalization, the New Industrial Policy of 1991 was announced that conferred greater 
focus on the promotion and nurturing of tiny enterprises within the small-scale sector. 
Considerable stress was given in designing a suitable credit system, promoting exports, 
'integrated infrastructure development' through state and financial institution's 
participation, introduction of Limited Partnership Act etc. The main objective of the 
Industrial Policy 1999 was to create congenial environment for the SSIs to cope up with 
the emerging challenges of globalization. To focus fully on the promotion and 
development of small-scale industries a separate Ministry of Small Scale Industries and 
Agro and Rural Industries was created in 1999 ('http://pib.nic.in/archieve 
/factsheet/fs20Q0/ssiagr.html - 30.09.2003). 
2.2.3 Challenges before the Small Scale Industries in India 
With the onset of liberalization it was evident that the Indian small-scale sector cannot 
foster on the old equations of quality compromise, obsolete technology etc. (Mathew, 
2003). As per the WTO regulations the national economy needs to be fiiUy opened up by 
2005. The resultant situation would imply an open system where the local industries have 
to operate on the principles of comparative advantage, with the rules of the game being 
set by the WTO stipulations. This vulnerability to increased competition from imports is 
indeed a major challenge to the small scale industries of India that have so long been 
accustomed to working under a highly protective environment. Under the Subsidies and 
Countervailing Measures (SCM) of WTO, the financial incentives in the form of direct 
and indirect tax benefits that the SSI sector now enjoys will come under 'actionable 
subsidies' and will have to be phased out. In a developing country like India where the 
small-scale entrepreneurs do not have the resources to defend themselves this may 
emerge to be a serious challenge. 
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Agro-based industries form a major sub-category of SSI in India. A major thrust is given 
on its exports. However stringent food safety requirements (that may act as a non-tariff 
barrier at times) imposed by the developed economies may act as an obstacle in this 
regard. The WTO Agreement on Sanitary and Phyto-Sanitary Measures (SPS) require 
adoption of international standards in a non-discriminatory manner. The SSI sector would 
require adequate technical and financial support to meet these standards that may be quite 
difficult to obtain. 
The development policy of the past had placed considerable importance to the policy of 
indigenization of important industries. This has led to significant growth of 
ancillarisation, which has led to downstream employment effects. The WTO agreement 
on the Trade Related Investment Measures (TRIMs) has made 'local content' 
requirement against the rule. Accordingly, MNCs can no longer be forced to buy their 
inputs from the local producers. This would indeed very adversely affect those small-
scale industries that have been traditionally dependent on such MNC s for the marketing 
of their goods. The imposition of the Trade Related Intellectual Property Rights (TRIPs) 
Agreement that ensures protection to industrial designs for a period of 10 years would 
make difficult for SSIs to copy existing designs. Similarly, protection of 20 years on 
patents, and copyright protection may pose additional burden on the already depleted 
financial resources of the small enterprises. Besides the prospects of stringent labour 
norms and tough environmental standards as indicated in the Seattle conference, may add 
to the woes of the Indian Small Scale Industries. Apart from the WTO restrictions, the 
policy perspective of the government needs to be reconsidered. Namaki (1984) had 
clearly stressed the need for protection of the small industry against the characteristic 
vulnerability associated with their small size. Lewis (1955) had gone even further, 
arguing for offering them the scale advantages through state intervention in the form of 
agencies which will organize for them on their behalf those activities which needs to be 
done on a large scale. 
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Though there are a large number of incentives in India, he coverage of these incentives 
are thin, with the number of units assisted and the amount of assistance per unit being 
small. The procedures involved to try and get such benefits are also highly cumbersome 
and time consuming, thus acting as a barrier for many companies to even apply for them. 
The comparatively uniform nature of incentive package in all the states reflects that such 
package has failed to consider the special region centric problems for the different states. 
This apart the very definition of SSI based on investments in plant and machinery and 
relating the package of incentives to that particular definition, itself has led to a number 
of anomalies. For instance, there is practically no special incentive for labor intensity in 
most of the states. On the other hand, capital intensity is rewarded with higher amounts of 
investment subsidy, concessional loans and sales tax concessions in most states. In fact, 
in some cases, labor intensity is discouraged. For example, the provisions of the Factories 
Act (1948) and Employee State Insurance Act (1948) have to be compulsorily followed 
when the number of employees crosses a threshold limit. This is considered as a nuisance 
by most of the smaller firms, as they have to maintain a number of records and comply 
with a lot of legal formalities. Thus, the fixed capital based incentives encourage units to 
be more capital incentive and to avoid employing labor. This, as a result, defies the very 
logic of encouraging the small-scale sector. 
With respect to the marketing assistance programs like price preference, purchase 
preference and a single point registration scheme, the experience is that there is a lack of 
commitment on part of the government (Report of the Estimates Committee, Govt, of 
India, 1982). In purchases made by DGS&D the actual price preference is miniscule 
(Vepa, 1988) and it is also found that whatever little benefit came went to the larger of 
^he small units. 
Subcontracting and ancillarisation measures had little impact, as it is perceived more as a 
Government's program than as a mutually beneficial relationship between the large and 
the small firms. The extent of subcontracting is still very small in India; the SSIs are 
often exploited by late payments and the working capital shortage of the parent units are 
passed on to the small subcontractors. The production reservation program in favor of 
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small firms also had its loopholes. (Sandesara, 1988) clearly shows that the units that 
produce reserved items did not exhibit any superior performance over those units that 
manufactured non-reserved items. (Manalel, 2003) too clearly mentions that due to the 
over-crowding of the small units in the reserved sector, the capacity utilization of the 
'reserved units' was even lower than the 'non reserved units'. 
The working of banks and financial institutions showed that despite the large network of 
institutional agencies and a number of special schemes meant for the small-scale sector, 
adequate finance at the right time and in the right quantity continues to be a major 
problem. The Nayak Committee (Committee on Financing Small Scale Industry) 
(http://www.smallindustrvindia.com/publications/comitterep/nayak.html-20.11.2003) 
appointed by the Reserve Bank of India had found that most of the SSI units got only 
around 8.1% of their total capital as working capital loan. While this percentage was 
higher for the larger among the SSI units, the smaller among them (i.e. the tiny units) 
received as little as 2.7%. The increased competition from private and foreign financial 
institutions, the burgeoning non performing assets of banks and the mushroom growth of 
'bogus' entrepreneurs may be cited as some of the major reasons for this. In fact a 
diagnostic study of sickness in small industries in Andhra Pradesh and Jammu and 
Kashmir^ by (Raju, 2003) revealed that 10% of the units involving a loan lock up of 3.8% 
of the small units surveyed were foimd to be entrepreneurs who wanted to take advantage 
of public incentive schemes and have misused the assistance. 
With respect to the technical assistance programmes, though the country has set up an 
impressive array of institutions, the small scale sector in the country still compare rather 
poorly as compared to the world standards. It is generally found that the services from 
national level promotional and consultancy agencies in specialized areas are made use of 
more by units located around them. But most of these institutions are located in the more 
developed states and cities. The need for such specialized institutions is even more in the 
less developed states, where the technology level is even lower. 
' Andhra Pradesh and Jammu and Kashmir are states of India 
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Technology is another major problem for Indian small-scale sector. Globalization has 
already introduced new uncertainties and has significantly enhanced the complexity of 
the situation by increasing the degrees of freedom. Innovational cycles are getting 
compressed and the new business systems are creating new challenges. In such a context, 
Raju (2003) argues that an average Indian small industry will find it difficult to upgrade 
the level of technology, particularly in the dominant number of small industries with 
investments of INS 0.5 million or less, which offer little better than independent wage 
employment. Such units account for 87% of the number, 59% of the employment and 
45% of the output of the small industry sector. Although up-gradation of technology is 
high on the agenda of several promotional agencies and the Government of India, to date 
it has met with only limited success. Even when the financial organizations consider 
rehabilitation packages for ailing small-scale industries, they tend to ignore this 
phenomenon altogether. 
Improper and inadequate infi*astructure has been a major source of worry for small-scale 
industries of developing countries like India. This may be tackled to an extent by 
promoting clusters of related industries in a particular location. The clusters of small 
enterprises, interacting themselves through specialization and sharing of services have 
been the key to the success of many industrialized countries. The survival of small 
industries is contingent on the aggregation of such complementary business and 
infrastructure in the same vicinity thereby reducing the cost of infrastructure and 
enhancing the accretion of skills. Clusters can have the advantages of flexibility and 
responsiveness and can be competitive compared to larger firms. The collective 
efficiency derived fi"om local external economies and joint action is another important 
advantage of clusters. 
The growth of clusters in India as brought out by the UNIDO study (Gulati, 1996) has 
been spontaneous on the initiative of the entrepreneurs rather than inducement through 
policy. No less than 99 out of the 138 identified clusters in the study have grown in 
response to market opportunities and only 6 have been attracted by the availability of 
infrastructure. This in a way points to the fact that the industrial estates developed by the 
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Government have failed in creating economies of cluster and does not support the 
Government endeavour to induce clusters. 
Most small-scale industries in India suffer on account of non-standard products and a 
lack of marketing capabilities for their products. Limited size of operations and their 
characteristic self-centeredness resuhs in a weak brand image for their products. 
Consequently proper advice and access to proper agencies could somewhat facilitate in 
finding a remedy to such problem. However in India, such access to good advice is 
conspicuous by its absence. 
A recent survey by All India Management Association among 872 SSI units pointed out 
that in manufacturing, the growth fell by 8.1 percent in 1998-2002. As a result of this 
poor growth an amazingly large proportion of SSI units (little over 60 percent) are not 
confident of surviving in the next five years. The survey fiirther revealed that just 52 
percent of the units in the manufacturing sector were able to exploit opportunities in the 
market. The main reason sited by the units for not being able to do well were lack of 
finance (25 percent), inspector raj* (13 percent) power shortages (14 percent), poor 
technical expertise (15 percent) and marketing skills (70 percent), clearly indicating 
marketing problems as one of the key reasons for the units performing poorly (Jain, 
2003). The bakery industry in India, which is largely unorganized and small scale in 
nature, might have also suffered due to all the aforementioned reasons. 
2.3 Overview of the Trends in the Marketing of the Bakery Products 
Bread, since, time immemorial, it has been an indispensable component of mankind's 
daily diet. The making and selling of bread is one of the oldest food manufacturing 
industries. In medieval times, bakers' guilds were already in existence. Because bread is a 
On an average, a factory/establishment is subject to 37 inspections annually by government functionaries. 
Some factories countenance as many as 67 inspections in a single year. Anywhere between 9 and 24 
different inspectors (15 different officers, on average), inspect a factory in a given year, with the maximum 
number of visits in a single year being those of the Environment Officer, State Pollution Control Board 
officials, and Labour Officer, (www.ficci.com/ficci/survevs/inspector-raj.pdf- 30.09.2005) 
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staple food, the making and selling of bread is intricately interlinked with social, 
economic and consumer issues. Over the years, in the more developed countries, there 
has been a change in the image of bread or bakery products, from that of a staple to a 
luxury item. There also has been a shift in the way it has been marketed in the recent 
years. 
In the 1950s, bread was perceived as a staple food, not a luxury item. Since bread was not 
perceived as a health food, but rather as a commodity, it was difficult to increase 
consumption. In the 1960s, the misconception that carbohydrates were fattening 
decreased bread consumption, particularly amongst those concerned about their body 
weight. With access to more information on the relationship between diet and health, 
consumers are recognizing the role of healthy eating in achieving optimal health. The 
bakery industry has responded to consumer interest in healthy eating by developing 
bakery products in the functional foods category. A food is regarded as a functional food 
when it offers health benefits other than the provision of simple nutrients. Since the 
1990s, the food supply was seen to be less natural and more processed. This partly 
explains the success of independent bakers that produce breads and other bakery products 
perceived to be more natural. 
Today, with more women entering the paid workforce and increasing motor car 
ownership, it became more convenient to purchase bread from supermarkets. 
Supermarkets have a big influence on the success of new products by determining their 
availability, location, shelf position, point-of-sale advertising, pricing and stock weight. 
As the standard of living increased, bread consumption declined as consumers had more 
money to spend on luxury items. The availability of a larger variety of foods, especially 
snack foods, had a negative impact on bread consumption, but a positive impact on other 
bakery products such as cakes, cookies and bakery snacks 
Number of factors contributed to the present state of the bakery market. Bakery 
marketers, especially in the more developed countries, changed their offerings in tune 
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with the changes in the tastes and preferences of the consumers. These changes were 
owing to factors like the socio-economic status, increasing consciousness with respect to 
health and nutrition, and also technological up-gradation in the manufacturing process, 
which in turn had an effect on the attitude of the consumers 
(www.gograins.grdc.com.au/grainsnutrition/ie/] 6 1 .html - 18.11.2003). 
After WW-II, there were significant technological changes, especially associated with 
automation. Mechanization led to the establishment of large fully automated and quality 
controlled plant bakeries. Many bakeries could not compete with the efficiency of these 
large plant bakeries and were absorbed by them. Production time was further reduced 
with the introduction of the rapid dough process, which reduces the time required for 
dough development by the addition of oxidizing agents such as vitamin C (ascorbic acid). 
Processing methods and packaging allowed bakery products to stay fresh for several 
days, increasing its shelf life. 
Pre-mixed flours, automated equipment and frozen dough allowed hot bread shop 
owners, who were initially not bakers, to specialize and compete with the larger 
manufacturers. It also made it possible to provide a continuous supply of fresh bread and 
bakery products. 
Over the years, with the increase in demand and with the change in the image of bakery 
products, helped by the technological advances, there has been a shift in the way bakery 
products are manufactured and marketed. The section below tracks the developments 
and the recent trends in the marketing of bakery products. 
2.3.1 In-store bakeries 
In the early 20"^  century, bakery products were produced, distributed and sold by small, 
independent family-owned bakeries. Bread (mostly white) was usually home delivered to 
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local households. But, with the increase in demand, the family bakeries started selling 
bakery products over the counter or through grocery stores. These were all fresh-baked 
everyday, sold from the store, which we today refer to as the in-store bakeries. These 
breads are what we call the artisan breads. 
Traditionally, artisan breads have been hand made, hence the term, artisan. In their purest 
form, artisan breads contain only flour, water, yeast and salt. Bakers use sour dough 
starters or other naturally occurring yeast cultures for leavening, rather than using 
commercial yeast. The breads also receive long fermentation times, as much as 24 hours, 
largely to enhance flavor.These bakery products, were usually natural, free of additives 
and preservatives, and made in the time honored tradition of the master bakers. Each loaf 
of bread was hand made from scratch everyday. 
The secret of success for these bakeries was innovation. They had to constantly develop 
new products to keep the customers interested, which in turn made them come back to the 
store again and again. In-store bakeries developed extensive menu, so that the entire 
family was attracted. Another strategy that was followed was to provide a menu that met 
the need of customer, at any time of the day. However, intensive labour requirements 
made them unsuitable for high volume production. 
2.3.2 In-Store Bakeries using frozen dough 
With the increase in demand and because of the problem of perishability, it was not 
sustainable to satisfy demand only with artisan bread. So, it was essential to make 
products which were non-perishable, convenient to consume and available in different 
variety. This problem was solved with the introduction of frozen dough. This allowed the 
producers to solve the problems of both perishability and labour. 
(http://www.fmdarticles.com/cf dls/m0BGE/537/86230797/p3/article.ihtml?term=-
20.11.2003) 
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In this method, the product is baked to 80% doneness at the central bakery and then 
quickly deep-frozen. This seals the freshness and moisture, so that the product can be 
transported long distances with no quality compromise. End-users thaw the product in a 
retarder, which is a kind of refrigerator with high humidity, and then finish by baking it. 
At the end, one gets a product that can be sold for premium prices either as it is or as part 
of a meal, such as a sandwich. 
Frozen dough and par-baked breads - where the product is already sized, shaped and 
partially baked, ('http://www.bakingbusiness.com/co_article.asp?ArticleID=53759 -
25.11.2003) have become popular in recent years, because of the advantages they have in 
terms of convenience, consistency and time saving properties, especially when skilled 
baking labour is in short supply in the developed countries. These segments of the bakery 
industry have actually grown to be mainstream business, from being in a niche segment. 
These bakeries try to differentiate themselves from the other players not only by the 
superior quality of their products, but also the ambience they create in the store. The 
stress therefore, is on the entire experience rather than just the product. These bakeries 
allow, rather encourage, their customers to watch the process of the bread being made. 
This also adds to the charm of experiencing the fresh baked products. 
It is very advantageous, as it allows the in-store bakeries to spend more time on issues 
like merchandising, displaying, customer service, etc. instead of spending time on 
product preparation. In-store bakeries are the leading users of frozen dough. Labour 
shortage has always been a problem for in-store bakeries, as is evident from the emphasis 
on self-service in these places. 
For example, La Brea Bakery (www.company.monster.com/labrea/ - 30.1.2004) of Los 
Angeles capitalized on the growing popularity of the bakery products and expanded their 
distribution radius by focusing only on 'store baked' process. These 'store baked' breads 
were 80% baked, then flash frozen and shipped to retail stores and restaurants across the 
nation. There the 'store baked' goods were taken from the freezer and given a brief 
38 
finishing bake on an as-needed basis as mentioned earlier. To the consumer, this made 
for the freshest and thus most delicious bread possible. Today, these 'stored baked' lines 
of breads are happily used by quality conscious restaurateurs and retailers elsewhere as 
well. 
2.3.3 Chain stores 
With the increase in popularity of these in-store bakeries, and with increase in population, 
these bakeries went in for an expansion. This led to the evolution of the chain stores. 
Most of the bakeries have got their chain in different cities. The mode of expansion 
depended on how fast the company wanted to expand, how much access to capital they 
had and the extent of control they want to retail. Bakeries usually go in for expansion 
through own resources, through the franchisee route, or a combination of the two. 
Many bakery retailers have followed the route of franchising to expand, as it is the fastest 
way, when capital is scarce. There is rarely any bakery chain which is totally company 
owned. Though most start as company owned, but the need to expand fast and 
constraints of capital force them to follow the franchising route. Many bakeries have 
opted for a combination of both company-owned and fi-anchised stores, to grow at a fast 
rate as well as retain some control over the store operations. However, managing a chain 
of franchised bakeries require specialized skills in order to ensure consistent quality of 
products, appropriate level of customer service and efficient management of the supply 
chain to ensure delivery. Given below is the example of Atlanta Bread Company which 
may be considered successful in managing its franchised bakery chain operations. 
Atlanta Bread Company International (http://www.bakingbusiness.com/co 
_article.asp?ArticleID=49312 - 25.11.2003) operates a chain of more than 150 
franchised bakeries across two dozen states of US. Nearly all the Atlanta Bread outlets 
are operated by franchisees. The company shifted bakery production and operation into a 
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central commissary making frozen dough and refined the concept of the bakery. In order 
to bake fresh bread every day at each location, Atlanta Bread uses frozen dough 
technology. The traditional baked-from-scratch retail bakery concept, which requires 
skilled bakers and complicated food-cost calculations, do not work well for franchised 
food service operations. The frozen dough model, takes the 'mess' out of the operation 
of an Atlanta Bread location. The bakery handles the formulating and artistry at the 
commissary for the franchisees. That allows the franchisees to concentrate on the 
business angles, on customer service. An average franchisee of any bakery chain is 
usually not a baker. Atlanta Bread Company takes new franchises and their store 
manager through a full course of 'breaducation' - new franchise owners and store 
managers participate in a 7-week training program. The store's bakers get two weeks of 
training in product preparation (http://wMrw.bakingbusiness.com/co 
article.asp?ArticleID=47125 -26.11.2003). 
2.3.4 Supermarket/ Convenience Store 
Another trend has been the increase in demand of bakery products, as an on-the-go food 
product. This has led to the increase in popularity of super markets and convenience 
stores for selling bakery products in the developed countries especially in the US. 
There are two ways in which bakery products are distributed: 
1. Company Brands 
2. Private labels (A brand owned by the product's reseller rather than by its 
manufacturer) 
Both have their advantages and disadvantages. Company brands are well known by the 
customers and there is confidence about the product quality. Considering the trend, that 
customers do not have time for purchase and preparation of food, it makes a lot of sense 
to sell the products through these stores, considering the high footfall they generate. With 
the growing number of people, who do not have time for breakfast, bakery marketers are 
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making their products portable, which is easier to sell from convenience stores. But, 
distributing through convenience stores has its own challenges. 
They have to compete not only with brands of other companies, but also the store's own 
private labels. There are many other different products, both food and non-food, which 
vie for the customer's attention. To overcome this constraint, many strategies have been 
adopted like going for more shelf space, to catch the customer's attention. At other 
places, special aisle displays have been used to attract customers. To avoid competing 
with private labels, many bakeries supply the product to the stores, who then sell the 
product under their own label. 
The popularity of the private labels is due to the low prices, which is especially attractive 
during economic downturns. Private labels are significantly cheaper than the branded 
products, whereas the quality is comparable to the same. The lack of any expenditure on 
advertisements, as publicity is primarily an in-store activity, gives it the cost advantage. 
The private labels recently are trying to neutralize the advantage of the branded products, 
by introducing a variety of products in different packs and sizes. Bakery manufacturers 
supplying to the supermarkets, discount store chains and other retailers have done well 
(http://www.bakingbusiness.coni/co article.asp?ArticlelD=60246 - 19.12.2003). 
Private labels are also getting more and more specialized. The private labels are offering 
specialty products. Some of the most popular private label products in the markets have 
been, fresh bread, cookies, cakes, crackers, biscuit dough, etc. This has also increased the 
confidence of customers in the quality of private labels. Private label suppliers have 
increased their efforts to be more responsive to grocers' needs to improve store brand 
offerings. The ability of private labels to provide better value for money has been 
instrumental in their success. 
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2.3.5 Bakery Cafe 
Bakeries on one hand have seen growing popularity of portability and availability of 
products to meet the customers demand for convenience. But, on the other hand, another 
noticeable trend has been the increasing demand of premium and super premium 
products. To address these trends, many bakeries started developing service styles to 
provide full service amenities with the convenience and speed of a fast food joint. Some 
are even providing limited table services to reach the relatively well-educated and 
affluent customers. These are the bakery-cafes. 
The ambience plays a major role in these bakery-cafes which is addressed by use of good 
quality tableware, increase in the variety of food available on the menu and use of 
waiters/ waitresses instead of self service. The difference between casual and fiall-service 
is gradually diminishing, which has prompted many bakery-cafes to implement the above 
mentioned changes. The old process, still in use in most existing bakeries, requires 
customers to wait in a single line for counter workers to plate their orders and set them on 
top of the display case. Customers put the plates on their trays; pay the cashier and then 
pick up the order. 
Some customers, especially older customers or parents with young children, like the idea 
of having their order brought to their table. It is a combination of more comfort and more 
efficiency and results in quicker service. The strategy for many of these bakeries is to 
capture dinner customers who want to have a casual meal at lesser price than a dinner 
house experience. The expanded menu and the enhanced decor create an upscale casual 
ambience. The focus here as well is shifting from providing a meal to creating an 
experience. For example, Dunkin' Donuts which ranks as worlds leading chain of bakery 
cafe with his 5400 location, including 3800 in United States positioned itself as 
"America's finest coffee and baked goods retailer." In effect, it shifted emphasis from 
the back of the house to the front of the house, creating a more inviting retail 
environment that tenders contemporary products competitive to its proliferating 
competition. 
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The name of the game in the bakery cafe business is high volume, high profit and that 
nothing compares to coffee. If one can get customers on the coffee part of it and get 
them on a baked good, then the profitability increases dramatically. This is what Dunkin 
Donuts has done (http://www.worldfranchising.com/ Top 100/Food/DunkinDonuts.htm -
16.12.2003). 
2.3.6 Bakery and Eatery 
One concept, though difficult to implement, but may hold much potential for the future, 
is that of a Bakery cum Eatery. Bread and bakery products are fast food items, with their 
own complexities, as far as managing the back end operations is concerned. An eatery, on 
the other hand, has its own demands, with regard to service delivery and ambience. This 
makes it difficult to run a chain of such outlets, as is evident fi-om the lack of the same. 
But, with changing lifestyles, and increasing popularity of the quick-casual restaurants, 
this concept is likely to become popular. 
The strategy for these bakeries is to provide healthy food, which can be consumed 
quickly, but at the same time, create an ambience, which makes the customer comfortable 
and provides with the experience of a proper dinner house. In this, the decor of the 
restaurant also plays an important role, by creating the right image. These outlets try to 
use the bakery products as a differentiator from other eateries. The idea is to provide a 
judicious mix of bakery products and other eatables, keeping in mind the profile of the 
customer visiting the stores. 
A concept of a bakery and an eatery under one roof is very hard to execute, reason why 
virtually all are small, singular businesses. Exception to this is II Fomaio, an Italian 
bakery restaurant, which is successful in the US market. The key to revenue is repeat 
business, and II Fomaio follows a very simple logic to reach that goal. It immediately 
make customers comfortable. Bread and by extension, the bakery is used to convey that 
message. So in the competitive casual dining segment, fresh baked products become a 
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valuable point of differentiation. II Fomaio uses the bakery angle as a differentiator 
(www.bakinabusiness.com/tech /%20channel.asp?ArticleID=l6232 -05.12.2003). 
2.3.7 Exclusive shops 
There are some bakeries which have decided to market their exclusivity as their 
uniqueness. These are single stores, to experience which the customer has to visit that 
shop only. These shops try to target the customers who like to be in an exclusive shop. 
These bakeries have their unique products, which make it special. They depend entirely 
on word of mouth, which adds to the aura of the store. The price may be on the higher 
side, which again adds to the exclusive image of the store. The products are usually 
freshly baked, which adds to the ambience of the store. 
For example, Liliha Bakery of Honolulu (http://www.mrbreakfast.eom/r display.asp 
?restid=147 - 05.01.2004) for the past 52 years caters to the few tourists who are driven 
to the shop purely by reference. It is just word of mouth that drive sells. Little has 
changed in last 20 years, which is its unique selling proposition. Liliha still does things 
in the old fashion manner and that is what is fine with its patrons. Liliha sells an average 
of 3000 to 3600 of its signature 'coco puffs' a day. On a busy day it sells approximately 
6000 chocolate stuffed pastries. The 'coco puff recipe is a closely guarded secret. They 
can be left out for an hour so, but should be kept refrigerated after that. However, the 
aim of the bakery is to keep nothing on the shelf for more than four to six hours. This 
requires the chief baker to constantly watch what is moving and what needs to be 
replaced. Expanding the product line however is the constant as the bakery must offer 
customers a changing variety of items (http://www.findarticles 
.com/cf_dls/m3266/862/98416203/pl/article.jhtml -16.12.2003). 
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2.3.8 Online Bakeries 
With the ever-growing number of people who are always on the go, having no time to 
spare for buying food, let alone prepare it, the internet is bound to play a vital role. 
Already many bakeries in western countries are providing online services to their 
customers. Marketing products and services, using the Internet has many advantages. 
Firstly, it provides the opportunity for two-way information exchange that can help better 
communication between the marketers and the customers. This helps companies provide 
consumers with innovative information like how to get to the stores; special offers 
available, etc. The companies also get access to information about consumers, which 
allows better consumer profiling and targeting services based on specific consumer 
needs. This holds great potential for the bakeries, which are trying to reach newer 
markets, to survive the ever-growing competition. 
Another advantage of the internet is its ability to provide a level playing field to different 
bakeries, irrespective of the size of the company. Companies, big and small, all can reach 
the customers through the internet. Hence, smaller bakeries are in a better position to 
compete with the big companies. Through the websites the bakeries can provide 
personalized services, which can fiirther increase the convenience of the customers. For 
example, using the website, a customer can order from any part of the world to send a gift 
to any person, at a place which may be near the bakery concerned. 
For example, the strategies being followed by many bakeries like Mrs. Field's Cookies 
(http://www.mrsfields.com/ - 07.01.2004) (Mrs. Field's Cookies is the largest fresh-baked 
cookie company in the USA.) is to see whether the marketing flow can be reversed, i.e. 
whether online consumers can be induced to shop fi-om their brick and mortar stores. 
Mrs. Field's Cookies is trying to bring in shoppers into its mall stores by giving an online 
discount promotion program that aims to do more than draw shoppers to its web site. The 
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company also wants to use online advertising to bring users away from their computers 
and into the company's cookie shops. 
The example demonstrates that companies today are trying to bridge the gap between 
online promotions and real-world sales, making it possible for bakeries to offer products 
or information tailored to specific consumers online. Banner ads for in-store discounts 
can be shown to audiences based on the viewer's profile or geographic location. 
Retailers are trying to come up with new ways to move beyond the banner in using 
interactive promotional techniques to prospective buyers and induce them to visit the 
nearest brick-and-mortar store. If a prospective customer taps in 'hamburgers,' for 
instance, the address and driving directions to the nearest McDonald's outlet will be 
given. Entering a query on 'coffee' points one in the direction of the nearest Starbucks. 
The system uses geographical location systems integrated in wireless communications 
networks to determine the user's position. Databases then are used to serve up relevant 
information based on the user's query and current location. 
These technologies help the retailer create an even tighter bond with shoppers by selling 
them something online and having that experience carry over into the real world. Once 
consumers make purchases in an online storefront, they tend to spend more in that 
company's real store-front as well. 
This helps the retailer enhance the in-store experience in other ways also. For example, a 
bakery retailer can use the data provided by the online sales to make suitable changes to 
its in-store merchandising by taking into consideration the demand for products selected 
online. Essentially, hot sellers online can prompt a merchant to move swiftly to promote 
those product lines in their stores on a more timely basis. 
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Boudin Bakery (http://www.boudin.com - 09.09.2003), the world-famous baker of San 
Francisco, has developed an e-commerce website, to be able to address the customers 
better. The site gives the Boudin brand a strong online presence and incorporates special 
features that make it convenient for customers to obtain Boudin's signature fresh-baked 
breads. 
Boudin breads are sold through 34 bakeries in various retail locations—which also offer 
sandwiches and other foods—and through the Boudin catalog* Of special note are 
'Repeat Order Delivery' and 'Bread Clubs'. 'Repeat Order Delivery' allows customers 
to pay in advance for any amount of any individual product to be delivered on a 
customized schedule. For example, a customer could choose to have a bag of baguettes 
delivered to her office once a week for six months. 'Bread Clubs' offer ensembles of 
products—such as a package of Boudin's breads and condiments—to be delivered once a 
month on a pay-as-you-go basis. Both of these features help increase customer loyalty 
and overall sales. 
2.4 The Global Market for Bakery Products 
Globally bakery occupies an integral part in one's life. In France and in Italy, a meal is 
not complete without bread. Daily visit to the bakery is a ritual that punctuates the rhythm 
of life. People choose their bread with special care and patronize the baker of their choice 
with an almost religious allegiance. In the western countries it is said that the table is not 
laid until there is bread set on it. Bread is used to eat 'with' as much as it is eaten; a piece 
of bread is used as a kind of secondary fork and then is used to wipe the plate clean of 
every last morsel. Indeed culinary life, for many, begins with bread as mothers give their 
babies a hard crust to cut their teeth on. In France, the first meal of the day is baguettes 
with a small layer of fresh butter and jam. Lunch and dinner is also taken with breads of 
different shapes, sizes and flavours. 
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2.4.1 Industry background in Europe and US 
In recent years, all sectors of the bakery products market have continued to be influenced 
by the large multiple food retailers especially in the more developed countries (Barker, 
2001). Throughout the second half of the 1990s, the market as a whole suffered from the 
fact that, due to its staple position within the diet, bread has been a central feature of price 
wars between the major supermarkets. Standard sliced loaves were subject to heavy 
discounting at the outset of the price wars during the mid-1990s. This continued 
throughout the decade and the practice also extended to the premium bread sector. 
In addition, the almost universal adoption of in-store bakeries (ISBs) by supermarkets 
have posed threats to both plant bakeries and the craft sector (relying more on manual 
labor producing hand crafted bakery products). Plant bakeries have tended to respond by 
manufacturing their own part-baked products for finishing off in ISBs. The craft sector 
has turned to diversification, for example by producing sandwiches and hot take-away 
food prepared in bake-off ovens or by incorporating cafes. 
The baking industry has seen severe rationalization over many years. The first was during 
the 1950s and 1960s as the growth in plant bakeries led to the demise of many small 
operations. The second phase included the expansion of supermarket multiples in the 
1980s and 1990s. This led to further pressures on the market, both from fierce price-
cutting of standard and premium sliced loaves, and from the widespread adoption of 
ISBs. These moves affected both the craft sector and the larger plant bakeries as well. 
This pressure was felt by two of the largest players in UK, resulting in plant closures by 
Allied Bakeries, and the sell-off of British Bakeries' parent company, Ranks Hovis 
McDougall by Tomkins PLC in the year 2000 (Barker, 2001). 
Due to extensive rationalization within the industry since 1980, 80% of all bread 
production is now concentrated in only 11 companies with a total of 67 operational units 
in UK. By taking into consideration the manufacturers of cakes and pastry goods within 
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the bakery industry category — there were 1,960 businesses active in the market in 2000, 
a slight decrease on the 1999 figure (Barker, 2001). 
Despite the growing internationalization of eating habits in most European countries, 
national variations in eating and shopping habits still have an effect on individual markets 
for bread in various countries as shown in the table below. 
Table 2.4.1.1 
Total Turnover of Bread Production in Selected 
European Countries (million DM), 1998 
Germany 
Italy 
France 
UK 
Austria 
Belgium 
Sweden 
Netherlands 
Denmark 
30,000 
18,000 
12,800 
5,859 
3,990 
3,004 
2,487 
1,375 
1,344 
Source: Barker (2001) 
Germany has the largest bread market, in terms both of overall market size and per capita 
consumption. 
Table 2.4.1.2 
Per Capita Consumption of Bread in Selected European 
Countries (kg per year), 1998 
Germany 
Austria 
Italy 
France 
Netherlands 
UK 
Belgium 
Spain 
84.4 
69.0 
68.0 
60.0 
60.0 
47.0 
46.5 
30.4 
Kg - kilograms Source: Barker (2001) 
Craft-baked bread has a more dominant position in most continental European countries-
and particularly in Southern Europe. 
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Table 2.4.1.3 
Market Share of Craft and Industrial Bakeries in 
Selected European Countries (% of turnover), 1998 
Spain * 
Italy 
Austria 
France 
Belgium 
Germany 
Denmark 
Netherlands 
UK 
Craft Bakeries 
92 
92 
90 
77 
75 
64 
46 
44 
20 
Industrial Bakeries 
8 
8 
10 
23 
25 
35 
54 
56 
80 
* Figures for 1997 Source: Barker (2001) 
According to the Federation of Bakers, craft bakers accounted for 48% of total European 
bread production in 1998, with industrial bakers taking a 36% share, and the remaining 
16% taken by 'semi-industrial bakeries' (including frozen part-baked products and in-
store bakery production). The trend throughout European countries however, is for plant 
bakeries to gain share at the expense of craft bakers. For example, it was expected that, 
in Germany, the number of craft bakers (around 18,000 in 1998) would halve over the 
next few years (Barker, 2001). 
Although difficulties in recruiting young craft bakers (who are not prepared to work the 
long hours required) has been cited as one factor leading to this slow decline, the main 
reason is that industrial and semi-industrial bakeries have increasingly been adapting 
their strategies to take consumer tastes into account. For example, plant bakeries are 
turning more and more to producing artisan-style breads and retail strategies have also 
been changing. ISBs are capitalizing on the fact that most continental consumers prefer 
to purchase their bread daily for same-day consumption - the production of frozen dough 
and part-baked bread products for use in bake-off units has been a particular growth area 
in France. Another trend (notably in Germany) is for plant bakeries to supply their own 
chains of small retail shops, exploiting the consumer preference for purchasing bread 
from smaller outlets (Barker, 2001). 
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There is much evidence of vertical integration within the European industrial baking 
sector, with many large bakers being owned by agricultural or milling companies. 
Multinational groups are less in evidence than in some other food sectors, and most 
industrial bread bakers concentrate solely on their domestic market. 
The ISB sector grew strongly in the US between 1987 and 1994, due mainly to 
supermarket operators adding bakery units (around 7,000 ISBs were introduced into 
supermarkets during this time). By 1994, nearly eight out often supermarkets featured 
ISBs, and subsequent growth has been through expansion and refurbishment of existing 
units, and through units being added to new supermarkets. 
Table 2.4.1.4 
US In-Store Bakery Units, 1987-2000 
Year 
1987 
1992 
1994 
1996 
1998 
200 
In-Store Bakery Units 
18,900 
23,060 
25,907 
26,890 
28,660 
30,770 
Source: Modem Baking ("www.bakery-net.com - September 2003) 
The total ISB industry reached an estimated $16.6bn in 2000, a 12.9% increase on the 
1998 figure. 
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Table 2.4.1.5 
Total US In-Store Bakery Sales by Average Industry Sales Per 
Year ($bn and %), 1996-2000 
1996 
1998 
2000 
$bn 
13.2 
14.7 
16.6 
% Change Year-on-
Year 
11.4 
12.9 
Source: Modem Baking (www.bakerv-net.com - September 2003) 
Incase of breads in the US it's the super premium segment that has garnered the most 
interest in recent years, experiencing solid 6 to 9 percent increases, while the category as 
a whole rose just 2.9 percent in dollar sales (in 2001). Though, American public has 
focused a lot of attention recently on how it eats, with the FDA's new labeling 
requirements, high profile obesity lawsuits and the growing popularity of low-
carbohydrate diets; most of the top 50 foodservice bakeries (check table for the complete 
list) are continuing business as usual. More than half of the chains added or maintained 
the same number of units since 2002. Bakery cafes are taking full advantage of the push 
for better eating habits by promoting their fresh, more healthful foods. Among the fastest-
growing Top 50 companies is Richmond Heights. The bakery cafe chain operated more 
than 500 stores in 33 states, with the goal of reaching 740 stores by the end of 2004. 
Other emerging players on the bakery cafe scene included the 18-unit Bear Rock Cafe, 
which announced plans to open 130 franchised units in the next five years, proving the 
potential for bakery chains (www, bakery-net, com - September 2003). 
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Table 2.4.1.6: Largest foodservice bakery operations in US ranked by number of 
operating units 
Rank 
I 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
Chain 
Dunkin' Donuts, Randolph 
Mrs. Fields Original Cookies, Salt Lake City 
New World Restaurant Group, Eatontown 
Auntie Anne's, Gap 
Cinnabon, Atlanta 
Daylight Donuts, Tulsa 
Panera Bread, Richmond Heights 
Bob Evans Restaurants, Columbus 
Perkins Family Restaurants, Memphis 
Golden Corral, Raleigh 
Ryan's Family Steak House, Greer 
T.J. Cinnamon's, Ft. Lauderdale 
Krispy Kreme Doughnut, Winston-Salem 
Big Boy Restaurant & Bakery, Warren 
Cookie Bouquet/Cookies by Design, Piano 
Bruegger's Bagel Bakery, Burlington 
My Favorite MufFin/Big Apple Bagel, Chicago 
Village Inn, Denver 
Au Bon Pain, Boston 
Winchell's Donut House, Santa Ana 
Great Harvest Bread, Dillon 
Coco's Cafd & Bakery, Irvine 
Honey Dew Assoc, Braintree 
Tim Hortons, Dublin 
Atlanta Bread Co., Smyrna 
Marie Callendar, Orange 
Number of units 
3700' 
1368 
739 
688 
544 
543 
533 
523 
498 
471 
348 
299 
286 
282 
255 
245 
224 
223 
197 
184 
176 
165 
165 
160 
156 
156 
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Rank 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 
Chain 
Bakers Square, Denver 
Wetzel's Pretzels, Pasadena 
Grandy's, Lewisville 
Frulatti Caft & Bakery, Scottsdale 
Comer Bakery, Chicago 
Southern Maid Donuts, Garland 
Cosi, New York 
Wall Street Deli, Lake Success 
Yum Yum Donut Shops, City of Industry 
La Madeleine French Bakery & Caf6, Dallas 
The Cheesecake Factory, Calabasas Hills 
Great American Bagel, Westmont 
Bess Eaton Coffee Shops & Bakery, Westerly 
LaMar's Donuts, Denver 
Paradise Donuts, Catoosa 
Andr6-Boudin Bakeries, San Francisco 
Dixie Cream Donut Shop, Bowling Green 
Cindy's Cinnamon Rolls, Fallbrook 
Breadsmith, Whitefish Bay 
Paradise Bakery & Caf6, Aspen 
Michel's USA, Traverse City 
Montana Mills Bread Co., Rochester 
Bear Rock Caf6, Cary 
Champagne French Bakery Caf(^ , San Marcos 
Number of units 
147 
126 
113 
91 
88 
86 
84 
79 
75 
62 
61 
52 
48 
40 
39 
38 
36 
35 
33 
30 
28 
23 
18 
16 
Source: www.BakersNet.com September 2003 
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2.4.2 Emerging trends in the global market for bakery products 
The bread market in the recent times has undoubtedly suffered from the fact that 
traditional meal times have been replaced to a great extent by more casual eating patterns. 
Some meals that tended to rely heavily on bread and/or toast have virtually disappeared 
in many households, such as breakfast and 'high tea'. 
However, the new eating habits have boosted the market for bakery products, and also for 
some products in the specialty breads sector, which Eire particularly well suited to 
snacking. Couple of decades back, there was a decline in bread consumption, with the 
increase in standard of living in the western nations. But, there is renewed interest in 
bakery products, as people have less and less time to spend on food preparation and 
consumption. Today consumers want to eat more nutritious food and also would like to 
eat food cooked at home. This has led to demand for low-fat, low carbohydrate food 
products. 
With increasing competition and tightening margins, most bakers are looking for ways to 
create value and differentiate from the competition. For this, companies are trying various 
methods like, introducing variety of products, to meet different consumer needs e.g. 
convenience food, organic food (In common usage, "organic food" refers to foods 
cultivated and processed without fertilizers, insecticides, artificial colouring, artificial 
flavorings, or additives) or functional food (Functional foods are foods designed to 
provide a specific and beneficial physiological effect on health, performance and/or well-
being extending beyond the provision of simple nutrients). Leveraging these properties 
allows companies to hike prices and improve profit levels. 
There has been a marked improvement in the popularity of functional food, caused by the 
increasing awareness about personal health amongst consumers, due to the increasingly 
busy but sedentary lifestyles, increased incidence of self medication and advancements in 
nutrition research. Another category which has become popular and may become-^ven 
more popular is the specialty food category, also called the "better for you" food, such as 
low fat bread or sugar free bread. 
In fact this seems to be the growing trend. More and more bakeries are identifying niche 
markets, whose demand they try to fulfill. Bakery products today may be targeted at 
children or at diabetics or even at specific ethnic groups depending on their specific 
tastes. Another interesting trend has been the crossing between categories. For example, 
cookie manufacturers have already made their products available in the form of snack 
bars, to appeal to consumer always on the go. It also helps them tap the snack bar 
segment. 
An important criterion in product selection is the price. Last few years saw a growing 
popularity of the private labels, mainly due to the depressed economic scenario and the 
consolidation in the retail sector caused by the depression. This increase in popularity of 
private labels is a cyclical phenomenon, as consumers down trade, whenever economy is 
depressed. But, the change that has taken place is the increase in specialization in this 
sector. Private labels have laid more stress on product innovation, which neutralized the 
advantage branded products usually have. 
In the future, private labels' popularity may increase, as consumers today are laying 
stress both on product quality and the value for money proposition. But, while private 
labels have become popular, there also has been a growing demand for premium and 
super premium products. Many bakeries have started providing limited service, instead of 
self service, to satisfy the customers' desire for a restaurant like experience, but at a 
lower cost. Consumers have also shown a liking for specialized products, instead of mass 
produced ones. 
But, competition is not just limited to the product and the price. It is equally important, 
that the product be noticed by the customer on the shelf With a plethora of brands, both 
company owned and private labels, competing for the customers' attention, packaging 
and labeling has also become very important. With the increase in sale of bakery products 
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from super markets/ convenience stores, companies are using innovative and attractive 
packaging to differentiate. 
Some bakeries are trying to promote and differentiate themselves by providing more 
value to the consumers. The technological advancements in communication tools also are 
being used towards this end. For example, the Boston-based chain, Au Bon Pain 
(http://www.aubonpain.com/ - 05.11.2003) has in its stores, touch screen computer kiosks 
that provide curious consumers with nutrition information and detailed ingredient lists. 
The data apply to all menu items, including seasonal and other promotional offerings. 
Bakery products being perishable in nature and freshness being an important criterion for 
product selection, proper supply chain management is very important. Advancements in 
technology have helped increase the shelf life of bakery products. There has been 
increase in use of frozen dough, which helps the products retain their freshness for a 
longer period of time. It also allows the bakeries to provide fresh baked products to the 
consumers. 
Other innovations include extending the shelf life of breads. Interstate Baking 
('http://www.hoovers.com/interstate-bakeries/--lD 15324-/free-co-factsheet.xhtml 
05.10.2003) in US has been in the forefront of extending the shelf life of its breads. Thus 
it's Wonder, Home Pride and other breads boast up to 10 days of shelf life, which has cut 
stales from 15 percent to 7 percent, thereby bolstering its bottom line. 
It was interesting to note that age has emerged as a major basis of segmentation in the 
market. For example, in the US, Interstate Baking's Wonder bread dominate the kids 
market, Nature's Own (http://www.naturesown.com.au/ - 05.10.2003), although sold in 
just 16 markets, racked up more than $300 million in sales in 2002, earning it the title of 
top-selling soft variety bread in the nation. Typically geared towards adult consumption, 
Nature's Own has been available in seven varieties, including 100% Wheat, Honey 
Wheat, Butter Bread, three light bread items and a sugar-free loaf It planned to launch a 
youth oriented product to further improve its already diverse portfolio. 
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In future also, the global bakery industry may witness the same level of innovation, as 
more players enter the market and customers become less and less loyal to any particular 
brand. So, innovation has become imperative to keep the customers brand loyal. 
2.4.3 Bakery Industry in India and its Challenges 
The bakery industry in India can be categorized into the three broad segments of bread, 
biscuits and cake. Only 40% of the 3 million tonne bakery products industry in India is in 
the organized sector, while the balance comprises of unorganized, small-scale local 
manufacturers. 
As per estimates of the Ministry of Food Processing Industries, 1998, the total market of 
bread and biscuits is estimated at 1.5 million tonnes and 1.1 million tormes respectively. 
The cake market is estimated to be at 0.4 million tonnes. The organized segment of the 
biscuit market is estimated at 0.44 million tonnes, whereas the unorganized accounts for 
the balance 0.66 million tonnes. Over 70% of bread is produced by the unorganized 
sector. So, in many ways, bread and biscuits form the core of the bakery industry in India 
(87.5%), while cake accounts for 12.5% of volumes. In terms of value, the bread market 
is estimated at Rsl6bn (MRP Rs21bn) whereas the biscuit market is valued at INR 40bn 
(MRP INR 60bn). The bread market is estimated to be growing at around 7% per year in 
volume terms, whereas the biscuits market in the recent years has witnessed a little higher 
growth of around 8-10% per year. Being predominantly unorganized, the bakery industry 
according to many has reached a point of saturated growth. However, some experts 
predict an annual compounded growth rate of over 20% (Samant, 2002). 
Though bakery business has started developing in India, it still remains largely 
unorganized dominated by the small bakers. In fact in 1977-78, the Government reserved 
the bread and biscuit manufacturing for the small scale and restricted entry of large 
producers. During the last two decades, small and unorganized players shared the growth 
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in the industry. Currently there are an estimated 2 million bakeries across the country 
engaged in production of bread, biscuits and other products. 
The small baker characterizes the Indian bakery scene. That is the first stage in the 
evolution of managerial organization. These small bakers are the typical entrepreneur-
managers, handling all managerial functions themselves and employing skilled and semi-
skilled manpower for production and sales. This type of organization obviously puts 
tremendous strain on small bakers to manage the day-to-day affairs of their units. Also, 
most medium scale bakery units are a continuation of the small scale sector of the 
reservation era. Technology has also yet to make a big mark. Most bakeries still depend 
on human labour to make products. As power supply is expensive and unreliable, most 
bakeries also continue to use wood fire ovens for baking and human hands and feet for 
kneading dough. And mixing machines have just started making inroads into small 
bakeries. 
While the unorganized sector manufactures several 'types' of bread, the organized sector 
primarily concentrates on the manufacture of 'western' types of breads. While the bread 
types are still limited, biscuits, which have been popular for very long now, provide a 
wide range of variety, both in terms of quality and taste. But cakes have not yet hit the 
popularity charts and are limited in range in select local markets. Biscuits and breads are 
largely sold in grocery shops, general stores and retail outlets. However, the relative 
share of 'impulse purchase' in the category is not very significant. In relative terms, 
penetration of biscuits is higher in rural markets as compared to bread. 
Bread can be categorized as traditional bread (manufactured by unorganized sector) and 
western bread. Western bread is primarily white and brown sliced bread. Other types of 
bread such as fruit bread etc. have a negligible share. While the unorganized sector 
constitutes 70% of the market, organized players, Modem and Britannia comprise 90% of 
the organized sector's share. Bread is a popular snack food/food supplement for lower-
middle/middle income people in urban areas. They primarily consume low cost bread 
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(known as 'pav') manufactured by the unorganized sector. The premium range of bread 
manufactured by the organized sector is popular as a breakfast item among the middle 
class (Samant, 2002). 
Contrary to the bread market, the biscuit market has organized large players like 
Britarmia (15% market share) and Parle (10%) as leading biscuit brands, entrenched for 
several decades. India has the world's second largest biscuit industry. The annual 
production of the Indian biscuit market was 0.71 million tonnes in FYOl in the organized 
sector, which accounted for 40% of the total market. The market has been growing at 8 -
10% per armum (Samant, 2002). 
The sector's turnover is largely driven by small towns and rural areas, which bring in 
around 80% of volumes. Rural areas cater to low-priced branded biscuits that meet stiff 
competition from the unorganized sector. The unorganized sector alone contributes 60% 
of sales. However, rural markets largely consume lower-priced varieties, and it is here 
that branded biscuits meet with stiff competition. This large group of unbranded players 
implies that a sizeable population could be converted to branded biscuits and therefore, 
represents a 'huge market potential' for companies intending to market branded biscuits. 
The per capita consumption of biscuits is also a meager 2.1 Kg in India against the global 
per capita consumption of 7.5 Kg (Samant, 2002). 
The cakes may be of two types - packed cakes and craft cakes. Like other bakery 
products cakes and pastries are also on the growth mode, but the growth rates leave much 
to be desired. These products do not yet have a mass appeal and are basically centered on 
the urban areas. Here also local manufacturers hold a significant chunk of the market. 
Given the present structure of industry, which is still dominated by the small scale sector 
one may do a SWOT analysis of the small bakers as given in the table 2.4.3.1 below. 
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Table 2.4.3.1: SWOT Analysis of Small Bakers 
STRENGTH 
1. Owner Manager leading to better control 
2. Low managerial overhead 
3. Being small units with limited customer base, 
personalized service may be provided 
4. As the production units are usually at the back 
of the shop, there is no need to maintain huge 
inventories and the product is always fresh. 
OPPORTUNITY 
1. Bakery products are finding more acceptance in 
Indian homes 
2. Rising per capita income will lead to more sales 
of bakery products 
Due to globalization world-class bakery additives 
and premixes are easily available leading to better 
and consistent quality bakery products 
WEAKNESS 
2. Due to their limited scale of operations they 
have limited market access 
3. Being small their operations are manual 
leading to difficulties in standardization. 
Consequently quality is inconsistent. 
4. Shortage of skilled manpower 
THREAT 
1. Unrestricted imports due to removal of QR on 
imports 
2. Entry of multinationals 
3. Stricter implementation of pollution laws. 
Source: Sood (2002) 
Taking into consideration the above analysis we need to loolc at the emerging trends as 
seen in the developed markets (Samant, 2002). 
• Value addition - with changing consumer taste, the main opportunity for growth lies 
in increased consumption by introducing higher value premium products and variety. 
As discussed in section - irmovation and new product developments like healthy 
option bread, frozen bakery products and bakery products for specific needs like 
dieting and diabetic consumers will be the key. 
• Integration - as discussed in section - produce and have outlets may become the new 
norm in urban areas. In the more developed countries, the rise of in-store bakeries 
and bake-off units has been the key driver for growth in the bakery industry, which is 
expected to happen in India as well. Also, one may state that the future belongs to 
food retail chains or the bakery chains as the fastest growing bakeries in the more 
developed countries. 
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• Branding - only strong brands with established distribution networks may succeed in 
future. 
The characteristics of small-scale enterprises being favorable to achieve the desired 
socio-economic objectives led Indian policy makers to bring the sector to the central 
focus as part of the economic development strategy soon after independence. The 
subsequent thrusts on institutions for promotions and incentives for protection became a 
distinctive feature of India's small industry policy. The policy became comprehensive in 
terms of institutions, programs and incentives by the 80s and in the process of its 
implementation, protected growth assumed significance. 
However, the paradigm shift ushered by the onset of globalization offered a new set of 
challenges to the Indian small-scale industries. The WTO regulations, increased 
competition, lack of infrastructure, obsolete technology, government policies, and lack of 
financial support have put a serious doubt on their existence and the small scale bakers 
are no exception. 
Internationally, the vast majority of manufacturing operations within the industry employ 
less than 20 people. For example in UK — 85.5% fell into this category in 2000, with 
63.1% employing less than 10 people (Barker L, 2001) and India is no exception. Also, 
the increased production of bakery product would ensure higher consumption of wheat in 
India - more than 35 million tonnes of wheat in India is wasted annually due to lack of 
storage and pilferage (Samant, 2002). The survival and a growth of the small bakers will 
ensure employment generation and substantial reduction in the wastage of wheat, which 
is its basic raw material. 
The small scale bakers are today at a historic crossroads. Small bakers need to organize 
themselves into a suitable business model to increase business efficiency and deliver 
value to the customer. In a changing environment, appropriate marketing strategies may 
be the key to their success. 
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2.5 Background Literature for the study of Marketing Strategies 
A number of studies have indicated that higher market orientation leads to better business 
performance (Kohli and Jaworski, 1993; Narver and Slater, 1990; Greenley, 1995; Pitt et. 
al, 1996; Ruekert, 1992). Market orientation refers to organization wide generation of 
market intelligence, dissemination of the intelligence across departments and 
organization wide responsiveness to it (Kohli and Jaworski, 1990). In contrast, Narver 
and Slater (1990) viewed market orientation as a set of organizational behaviors that were 
aimed at three groups (customers, competitors and the organization itself), with emphasis 
on target groups. Both the conceptualizations were an outcome of the marketing concept 
(Borch, 1957; McKitterick, 1957), the objective of which was to create a satisfied 
customer base and improved profitability. 
While the underlying marketing concept has been accepted for several decades (Drucker, 
1954), its operationalisation has been difficult, with a result that marketing concept has 
remained an organizational philosophy of business, rather than a strategic tool 
(Venkatesan, 2000). Researchers like Gronroos (1995) and Gummesson (1987) take a 
broader perspective of marketing and advocate that customer relationship ought to be the 
focus and dominant paradigm of marketing. On the other hand, many marketing 
researchers have broadly argued "marketing strategy" to be a concept built on robust 
platform of STP - Segmentation, Targeting and Positioning (Kotler, 2005; Ferrell et. al, 
2002; Walker et. al, 2001; Perreauh and McCarthy, 2002). 
Marketing strategy requires decisions about the specific customers that the firm aims to 
target and marketing mix the firm may develop to appeal to that target market by 
positioning it suitably in a superior way (Kotler, 2005). In this context, the study of the 
effectiveness of the marketing tools became essential for an appropriate marketing 
strategy. It has been suggested that the appropriateness of the marketing strategy may be 
judged by assessing the difference between the customer's perception of the market and 
the firm's market offering (Perreauh and McCarthy, 2002; Cravens, 1997). 
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Marketing literature has talked much about evaluation and control of business strategies 
as a whole and marketing strategy in particular, but many researchers like Heracleous 
(2003) and others admitted that it is an extremely difficult task to realize strategic plans 
even with most sophisticated analysis and planning. Drummond and Ensor (2001) clearly 
speh out success and failure of marketing strategies in the light of execution skills and 
appropriateness of the strategies. The successful strategies are only those, which are 
subject to good execution skills and appropriateness of the strategy. 
It is interesting that researchers have recently attempted to measure marketing 
productivity. Roland et. al, (2004) proposed a framework for assessing marketing 
productivity. The central problem addressed in their research was how non-financial 
measures of marketing effectiveness drive the financial performance measures such as 
sales, profits and shareholder value in both short and long run. The paper was organized 
around the chain of marketing productivity. The framework included elements of 
strategies, such as product, promotion, channel, etc. and tactical actions such as service 
improvements, advertising, etc. According to the framework, such strategies and tactics 
would impact brand equity, customer satisfaction, and so on, achieving desired objectives 
like, market share and sales. It may be observed that the central construct of the above 
framework revolved round the outcome of the designed marketing mix. 
Marketing mix has been viewed as the basic input of marketing strategy, since it is the 
mixture of elements useful in pursuing a certain market response. Also, marketing 
strategy was considered as any feasible combination of decisions relating to the 
components of the marketing mix (Cook, 1983). It has been argued that, in spite of many 
advances in marketing thoughts and conceptualization, including broadening of 
marketing concept (1970s), emphasis on the exchange transaction (1980s), and most 
recently, the development of Relationship Marketing and Total Quality Management 
(1990s), McCarthy's (1960) core concept |as remained quite robust (Yudelson, 1999). 
Waterschoot and Bulte (1992) evaluated the 4P classification based on the criteria 
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proposed by Hunt (1983) and proposed an improved classification broadening the 
concept of promotion into communication mix and promotion mix. 
2.5.1 Customer Based Brand Equity and its Relevance in Marketing Strategy 
As mentioned earlier, brand equity may be viewed as an outcome of effectiveness of 
marketing strategies. For firms, brand name and what it represents is one of the most 
important assets and is a basis for competitive advantage as well as future profitability 
(Kim, 1993). Farquar (1989) indicated its use to increase the value of the product. Brand 
was considered to form an important part of capital (Guillaume, 1993). Brand value has 
gained core status in a firm's strategy owing to its financial significance (Bello et. al, 
1994, Keller, 1993). Marketing researchers recently have tried to define the concept of 
brand equity (Aaker, 1991; Baldinger, 1990; Keller, 1993; Winters, 1991; Srivastava and 
Shocker, 1991; Kamakura and Russell, 1991). 
Brand equity has been examined fi-om two different perspectives - financial and customer 
based. The first perspective measures the financial asset value where researchers used 
accounting method for asset value of a brand name (Farquhar et. al, 1991; Simon and 
Sullivan, 1992). The second perspective is customer based brand equity where customer 
response to a brand name is evaluated (Keller, 1993; Srivastava and Shocker, 1991; 
Kamakura and Russell, 1991; Aaker, 1991). 
As mentioned earlier, marketing mix has been considered to be the basic input for 
marketing strategies. Studies have also suggested that measurement of brand equity may 
aid in the evaluation of marketing mix elements of a brand (Lassar et. al, 1995). 
According to Calderon et. al, (1997), brand assessment needs to be a key element of 
marketing strategy. Guillaume (1993) suggested brand management and rationalization 
should be an important part of strategy making. Keller (1993) suggested the reason for 
studying brand equity arises in order to improve marketing productivity. Marketers need 
a thorough understanding of consumer behavior as a basis for making strategic decisions 
with respect to target market identification and positioning, as well as tactical decisions 
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relating to specific marketing mix actions. As such, this study focuses on customer based 
brand equity. 
Martin and Brown (1990) attempted to measure customer - perceived brand equity 
empirically and developed a scale for the purpose. They attached five dimensions to 
brand equity, namely - perceived quality, perceived value, image, trustworthiness and 
commitment. Srivastava and Shocker (1991) conceptualized customer's evaluation of 
brand equity and viewed it as consisting of two components - brand strength and brand 
value. Brand strength constituted of the brand associations held by customers, while 
brand values are the gains that accrue when brand strength is leveraged to obtain superior 
and current profits. 
Kamakura and Russell (1991) viewed brand equity has perceived brand quality of both 
brands tangible and intangible components. They defined customer based brand equity 
as the differential effect of brand knowledge on consumer response to the marketing of 
the brand and suggested that customer-based brand equity occurs when the customer is 
familiar with the brand and holds some favorable, strong and unique brand associations. 
According to Aaker (1991), brand equity is a set of brand assets and liabilities linked to a 
brand. The five categories of assets identified by him were: brand awareness, brand 
loyalty, perceived quality, brand associations and other proprietary assets 
Keller (1993) presented a conceptual model of brand equity and suggested that a brand 
would have positive (negative) consumer-based brand equity if consumers react more 
(less) favorably to an element of the marketing mix for the brand than they do to same 
marketing mix element when it is attributed to a fictitiously named or uimamed version of 
the product or service. He conceptualized an associative memory model in terms of two 
components, brand awareness and brand image - which he termed as a set of brand 
associations in terms of their characteristics by their level of abstraction and qualitative 
nature. He suggested that though the eventual goal of any marketing program is to 
increase sales, it is first necessary for the consumers to respond favorably to the brand. 
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Keller's approach attempted to measure the effects of brand knowledge on the consumer 
response to the elements of the marketing mix. 
Park and Srinivasan (1994) developed a survey based method for measuring a brand's 
equity in a product category and evaluated the equity with respect to scope of extension 
into a different but related category. They used a customer based definition of brand 
equity as the added value endowed by the brand to the product as perceived by a 
consumer. It measured brand equity as the difference between an individual consumer's 
overall brand preference and his or her brand preference on the basis of objectively 
measured product attribute levels. The approach provided an indication of the sources of 
brand equity into attribute based and non-attribute based components. 
Lassar et. al, (1995) in their framework conceptualized five important considerations 
while defining brand equity - consumer perceptions rather than any objective indicators, 
global value associated with a brand, the global value associated stems from the brand 
name, brand equity is relative to competition and it positively influences financial 
performance. They developed a customer based brand equity scale on the five dimensions 
of brand equity: performance, value, social image, trustworthiness and commitment. The 
emphasis was on the fact that brand equity as a concept can be measured only in 
comparison with other brands in the same category. 
Chaudhuri (1995) proposed a model which attempted to reconcile the theories of "brand 
equity" and "double jeopardy" (Ehrenberg et. al, 1990) - according to Ehrenberg, brand 
equity does not exist, since factors like repeat buying are directly related to market share. 
Chaudhuri (1995) suggested that both theories are correct and that consumer attitudes and 
repeat buying are both directly (double jeopardy effect) and indirectly (brand equity 
process) related to brand outcomes (market share, etc.), with the indirect process 
occurring by way of brand loyalty. That is, it proposed brand loyalty as a separate 
concept. 
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It may be observed from the various ways in which researchers have viewed customer 
based brand equity, its main components are awareness, loyalty, quality perception and 
association. 
Brand awareness is the ability of a potential buyer to recognize or recall that a brand is 
member of a certain product category (Aaker, 1991). People will be often buying a 
familiar brand because they are comfortable with the familiar. A recognized brand will 
thus often be selected over an unknown brand. The awareness factor is particularly 
important in the context in which the brand must first enter the consideration set - it must 
be one of the brands that are evaluated. There are four different levels of awareness, 
namely, dominant, top-of-mind, recall and recognition (Seetharaman et. al, 2001). Keller 
(1993) conceptualized brand knowledge according to an associative network memory 
model consisting of two components brand awareness and brand image and stated brand 
awareness consisted of brand recognition and brand recall. 
The brand loyalty of the customer base is often the core of a brand's equity. Brand 
loyalty, a central construct in marketing, is a measure of the attachment that a customer 
has to a brand. It reflects how likely a customer will be to switch to another brand, 
especially when that brand makes a change, either in price or in product features. As 
brand loyalty increases, the vulnerability of the customer base to competitive action is 
reduced (Aaker, 1991). Like any index, brand loyalty is likely to have several indicators 
manifested by the consumer. The common ways used is the extent of purchase at a point 
in time or the frequency of purchase of a brand during a certain time interval. That is, the 
number of times the consumer buys and the relative frequency of buying a given brand 
(Sheth, 1968). Chaudhuri (1995) defined brand loyalty as a consumer's preference to buy 
a single brand name in a product class, which happened to be the most preferred brand. 
Keller (1993) mentioned brand loyalty as an outcome of brand attitudes, while Aaker 
(1991) considered brand loyalty as a separate "asset" which helps in the formation of 
brand equity. Aaker (1991) stated that brand loyalty could produce price premium for a 
brand. 
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Perceived quality may be defined as the customer's perception of the overall quality or 
superiority of a product or service with respect to its intended purpose, relative to 
alternatives (Zeithaml, 1988). Perceived quality is a perception of the customers. 
Perceived quality cannot necessarily be objectively determined, in part because it is a 
perception and also because judgments about what is important to customers are 
involved. Perceived quality is an intangible, overall feeling about a brand. However, it is 
usually based on underlying dimensions and hence it is necessary to understand the same 
in order to understand perceived quality. 
The brand association is anything 'linked' in memory to a brand (Aaker, 1991). A brand 
image is a set of associations usually orgjinized in some meaningfiil way (Keller, 1993). 
An association and an image both represent perception which may or may not reflect 
objective reality. A well positioned brand will have a competitively attractive position 
supported by strong associations. Brand association creates value in different ways like 
differentiation, reason-to-buy, creating positive attitude etc. Strong association can also 
provide the basis for an extension by creating a sense of fit between the brand name and a 
new product, or by providing a reason to buy the extension (Aaker, 1991). Keller (1993) 
conceptualized brand association in terms of their characteristics by type (level of 
abstraction and qualitative nature), favorability, and strength and in terms of their 
relationship with other associations by congruence, competitive overlap and leverage. 
Measuring customer based brand equity requires measuring various aspects of the 
sources of brand equity. According to Keller (2003), brand equity measurement system is 
a set of procedures designed to provide timely, accurate and actionable information for 
marketers about their brands so that they can make best possible tactical decision in the 
short run as well as strategic decisions in the long run - for which a firm needs to 
formalize its own view of brand equity. 
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Chapter-III 
The Design and Methodology 
This chapter delineates the research problem by establishing the conceptual framework. 
It then defines the scope of work by identification of the firms to be studied by way of a 
pilot survey. The research design and the procedures for conducting the study are 
described. The process of instrument development, sampling, data collection and data 
analysis procedures are also discussed. 
3.1 Statement of Purpose 
The study aims to assess the marketing strategies of some selected tiny and small scale 
bakery firms in the city of Kolkata and evaluate them using the frame of reference of the 
existing market of Kolkata. 
3.2 Research Objectives 
3.2.1 To understand the buyer characteristics of the small and tiny bakery firms of 
Kolkata, with respect to brand preference, reason for choice, type of purchase etc. 
3.2.2 To study the present marketing mix of the small and tiny bakery firms of Kolkata. 
3.2.3 To study the basis of segmentation for the buyers of the small and tiny bakeries of 
Kolkata. 
3.2.4 To assess the perception of the brands as perceived by their target customers with 
respect to the small and tiny bakeries of Kolkata. 
3.2.5 To notionally interpret the appropriateness of the marketing strategies for the 
small and tiny bakery firms of Kolkata. 
3.2.6 To assess the impact of approfcriateness of marketing strategies on the 
performance of the firms. 
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3.2.7 To remark on the effectiveness of the present marketing mix of the firms in the 
light of their performance. 
3.3 Conceptual Framework for studying Marketing Strategies 
The conceptual framework for the study is derived from the theories and previous 
researches as mentioned in section 2.5. Marketing researchers have broadly argued 
"marketing strategy" to be a concept built on robust platform of STP - Segmentation, 
Targeting and Positioning (Kotler, 2005; Ferrell et. al, 2002; Walker et. al, 2001; 
Perreault and McCarthy, 2002). 
It has been suggested that marketing strategy requires decisions about the specific 
customers that the firm aims to target and marketing mix the firm may develop to appeal 
to that target market by positioning it suitably in a superior way (Kotler, 2005). In this 
context, the study of the effectiveness of the marketing tools is essential for an 
appropriate marketing strategy. The appropriateness of the marketing strategy may be 
judged by assessing the difference between the customer's perception of the market and 
the firm's market offering (Perreault and McCarthy, 2002; Cravens, 1997). 
Marketing mix may be viewed as the basic input of marketing strategy, since it is the 
mixture of elements useful in pursuing a certain market response. Also, marketing 
strategy was considered as any feasible combination of decisions relating to the 
components of the marketing mix (Cook, 1983). One may argue that, in spite of many 
advances in marketing thoughts and conceptualization, including broadening of 
marketing concept (1970s), emphasis on the exchange transaction (1980s), and most 
recently, the development of Relationship Marketing and Total Quality Management 
(1990s), McCarthy's core concept has remained quite robust (Yudelson, 1999). 
Waterschoot and Bulte (1992) evaluated the 4P classification based on the criteria 
proposed by Hunt (1983) and proposed an improved classification broadening the 
concept of promotion into communication mix and promotion mix. 
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Appropriateness of marketing strategies may be viewed as the congruence of market 
offerings of a set of products and services and its corresponding consumer perception 
amongst its target segment. More the target segment is able to understand and believe the 
cues (Richardson et. al, 1994) communicated by the firms through marketing mix, more 
is the effectiveness of the marketing strategies. 
Also, as discussed earlier in section 2.5, Roland et. al, (2004) proposed a framework for 
assessing marketing productivity, which suggested that marketing strategies and tactics 
would impact marketing assets like customer based brand equity and market position like 
market share and sales growth. It was further observed from the various ways in which 
researchers viewed customer based brand equity; its main components were awareness, 
loyalty, quality perception and association. 
Figure 3.3.1 outlines the framework based on which the study is undertaken. The 
framework is based on widely accepted definition of marketing strategy which is built on 
STP-segmentation, targeting and positioning. The specific customer segment a firm aims 
to target and developing a marketing mix to appeal to that target market by way of 
suitable positioning in a superior way. Marketing mix has been taken as the basic input, 
since it is the mixture of elements usefiil in pursuing a certain market response. 
However, it has been assumed that communication mix and promotion mix are 
constituents of promotion. An appropriate marketing strategy would mean alignment of 
the target customer's perception with the cues delivered by the marketing mix. The study 
attempts to estimate the gap between the two for each of the firms and notionally evaluate 
the appropriateness of marketing strategies. It may be fiirther suggested that the 
appropriateness of marketing strategy would be reflected positively in terms of marketing 
assets like customer based brand equity, which in turn impacts market position of the 
firm in terms of market share, sales growth etc. 
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Figure 3.3.1: Framework to study the marketing strategies 
Marketing Mix 
•Product 
•Price 
•Place 
•Promotion 
Positioning 
Perceptions of 
Target 
Segment 
Customers with 
respect to the 
competition 
—» 
—» 
—> 
Appropriateness 
of Marketing 
Strategy 
— • 
Customer Based 
Brand Equity 
•Brand Awareness 
•Brand Loyalty 
•Perceived Quality 
•Brand Association 
> 
Market Position 
•Market Share 
•Sales Growth 
3.4 Methodology 
The framework discussed above was described and validated empirically by using a 
number of small business firms of similar nature. The approach was comparative in 
nature. The steps involved in the design of the study are given below: 
1. Identification of the firms under study. 
2. Study of background of the firms, their present marketing mix and their target 
segments. 
3. Customer survey to understand the market characteristics and assess customer 
perception of the firms' market offerings for each of the segments in the market. 
4. Interpretation of the appropriateness of the marketing strategies of individual firm 
5. Evaluation of the customer based brand equity of the firms 
6. Assessment of the performance of the firms with respect to customer based brand 
equity and market position like market share, sales growth etc. 
7. Remark on the effectiveness of the marketing mix of the firms. 
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3.5 Deflning the Scope of Work (Identification of firms for the purpose of the study) 
One looked for a homogenous market in the city of Kolkata, which was dominated by a 
group of small and tiny bakery firms and important in terms of growth and opportunity 
The bakery market of Kolkata may be categorized into four broad categories as shown 
below: 
Figure 3.5.1 
Classification of the Bakery market of Koll^ata 
(Sold through (Sold through 
intensive retail intensive retail 
distribution distribution 
network) network) 
(Sold through specialty bake shops) 
3.5.1 Packed Breads 
Breads sold from the specialty bake shops or bakery chains are displayed on the self 
without any packaging. Once the customer buys the same they are packed in front of the 
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customer, usually wrapped in butter paper, and sold. These breads are usually of a wide 
variety and taste which are not normally available in the mass distribution network. 
On the other hand breads available in the mass distribution system like grocers etc., are 
packed individually (as per packaging norms like MRP, Net weight, date of 
manufacturer, manufacturer name, address etc.) at the manufacturing point and then 
distributed. These breads are sold from retailers like grocers, supermarkets etc. We have 
taken this category of breads which are manufactured and packed individually and then 
distributed as packed breads. 
3.5.2 Packed Biscuits 
Biscuits are of two types: machine made and hand made. Hand made biscuits are 
specialty biscuits and are normally sold from the specialty bake shops. These biscuits are 
of wide variety, taste shape and size and a normally sold fresh. They contain very little 
preservative. These biscuits are displayed in the shop without any packaging and are 
usually paper wrapped or packed once the customer buys the same. 
The machine made biscuits, on the other hand, are normally sold through the mass 
distribution network of retailers, grocers and supermarkets etc. As such they require a 
longer shelf life and hence contain preservatives. Also, these biscuits are packed 
individually (as per packaging norms like MRP, Net weight, date of manufacturer, 
manufacturer name, address etc.) at the manufacturing point. We have taken this category 
of biscuits as packed biscuits. 
3.5.3 Packed Cakes 
Cakes are of two types: fresh baked cakes and packed cakes. Fresh baked cakes are sold 
from the specialty bake shops. These cakes are of wide variety and taste and have little 
or no preservative added to it. They are displayed in the shop without any packaging. 
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Once the customer buys the same they are wrapped and sold. These are the hot cakes in 
the specialty bake shops. 
The other variety which is sold through the mass distribution network through retailers 
like grocers etc. is packed individually (as per packaging norms like MRP, Net weight, 
date of manufacturer, manufacturer name, address etc.) at the manufacturing point. 
These cakes contain preservatives for a longer shelf life, usually three months. This 
category of cakes which is sold to through the mass distribution network has been 
categorized as packed cakes. 
3.5.4 Craft Bakeries 
Craft bakeries offer the entire range of bakery products - cakes and pastries, baked 
savories (like puffs, pizzas, hot dogs etc.) and also breads and cookies. Since the finishing 
of the products are primarily by hand, hence the name craft bakeries. To start with, these 
bakeries were basically single store outfits as these products have limited shelf life and 
are highly perishable. Gradually, with the increase in the popularity of these stores, they 
emerged as chain of specialty bake shops or bakery chains. 
3.5.5 Pilot Survey to identify the scope of work 
It was hence necessary to understand the nature of the market and its major players. A 
pilot survey was conducted for the same to ascertain only those brands which may qualify 
and hence be selected for the study using the framework as given below: 
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Figure 3.5.5.1 
Framework for selection of small and tiny bakeries for the study 
Brand/Firm 
Is it a Small 
Scale or Tiny 
Unit? 
No 
Exclude 
Yes 
Reasonable 
presence/market 
share 
No a A7af» i^ 
Yes 
Include 
•V ,^ . 
^\ 
In order to utilize the above framework as the base for selection of firms to be studied, it 
was important to understand the players in the market and to make a reasonable estimate 
of their brand awareness and market share. 
3.5.6 Pilot Survey to identify the firms under the scope of work 
A pilot survey was conducted at ten different zones of Kolkata amongst a total of 211 non 
specialty retail stores selling bakery products. These shops were selected on a random 
basis based on computer generated random numbers. The sample frame chosen for the 
purpose was the retail directory of Kolkata compiled by West Bengal Trader's 
Association. This exercise was undertaken to make a reasonable assessment of the market 
presence and estimated market share of various brands (of the firms) in Kolkata market. 
The retail stores were selected on a random basis for the survey. An indication of the 
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market share of the brands was arrived at by taking a total of the number of packs of a 
particular brand which were stored in the retail outlets, and then dividing it by the total 
number of packages stocked. 
The estimated market share for brand is given by, 
No. of packs of brand / in all stores 
MSi= 
Total no. of packs in all stores 
For the bakery chains, the total number of specialty bake shops for each of the brand was 
observed. Also, the approximate annual gross sales values of each of the units were 
collected through informal interview of the company representatives. 
The findings of the survey are enclosed in annexure II, III, IV. 
The summary results of the market penetration and market share is given in the following 
sections: 
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3.5.7 Findings with respect to the packed bread market of Kolkata 
Based on the above pilot survey one may assume that the bread market of Kolkata^ is 
dominated by the unorganized sector, with the only brand from the organized sector 
being Modem of Hindustan Level Ltd. Modem enjoys approximately 30 percent market 
share in Kolkata market and all other players in the market has a market share of less than 
10 percent. Laurels which enjoys around 9 percent of the share of the market follows 
Modem. All other players in the market have an even negligible presence and are highly 
localized very small units having little awareness amongst the consumers. 
Modem, even though enjoys good acceptance and awareness, is a brand of Hindustan 
Lever Ltd. and is a large scale manufacturer of breads. Hence, it does not form the part 
of the consideration set for our study. Laurel's"', on the other hand is purely a local 
manufacturer, who does not have any marketing plan or long term strategy for product 
development, customer value creation. It is a mere product driven entity. Hence, 
Laurel's may be excluded from the scope of the study. 
The packed breads available in the Kolkata market are two types - slice bread, premium/milk bread. The 
basic difference between the two types of bread is the quality of bread improver and the milk powder in 
case of premium breads is higher than that of the other type. The slice bread is normally priced at INR 8 
per pound and the milk breads are priced at INRIO per pound. 
These breads are usually distributed by the "linesmen", or independent selling agents who distribute the 
same through cycle vans. The linesman buys these breads from the manufacturing units and sells it to 
retailers. The linesman normally buys sliced bread at INR 6.25 per pound and sells to the retailer at FNR 7, 
who in turn keeps a margin of INR 1 and sells it to the customer. It is the availability which creates 
demand and retailers play major role in influencing the customer choice as freshness is the key. Linesmen 
normally visit a shop twice daily so that fresh stock is available all the time. 
Any bread manufacturing unit which sells only breads and plans to distribute the same through retail shops 
has to tap these linesmen. Branding or any planned marketing strategy has never been a priority for bread 
manufacturers as linesmen were the key to success of these units. Excepting Modem, the bread 
manufacturers of Kolkata are scattered fragmented and lack market orientation and plarming as the sector 
till recently was reserved for small scale units. These bread manufacturers are mostly single or two product 
portfolio units with little differentiation. These breads are sold more like commodities with negligible 
branding and promotional support. 
Laurel's, which was started along 57 years ago, is a proprietorship firm belonging to Mr. Subhendu 
Ghosh. It has a production capacity of 30 thousand pounds per day and presently utilizes approximately 66 
percent of its capacity, with approximate gross sales of INR 30 million annually. 
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3.5.8 Findings with respect to packed biscuit market of Kolkata 
In contrast, the biscuit market of Kolkata'' is dominated by players of organized sector 
like Britaimia, Priya and Parle with approximately 31 percent, 21 percent and 16 percent 
share of the market respectively. Even the other organized players like Sunfeast of ITC 
(which has just entered the market), Horlicks, Heinz, Bakeman, Sobisco and Anmol etc. 
has a negligible market share of less than 5 percent. The only other notable player in the 
market Bisk Firm with approximately 9 percent market share is also not a SSI unit. As 
such, all the dominant players in the market are not small scale units; hence they are not 
included in the scope of this study. 
3.5.9 Findings with respect to packed cake market of Kolkata 
The packed cake market of Kolkata is dominated by two players namely Monginis and 
Britannia who enjoy almost 61 percent share of the market. The other notable players are 
Sugar & Spice, Jalajoga, Farinni and Bapuji. Sugar & Spice and Jalajoga enjoy 
approximately 10 percent of market share each, while the other players Farinni and 
Bapuji together enjoys approximately 10 percent share of the market 
Since Britarmia is a large scale manufacturer, hence is not within the scope of this study. 
Monginis, Sugar & Spice and Jalajoga are primarily bakery chains who went in for line 
extension'^ in the packed cake category. Since each of these brands qualifies themselves 
as either small scale or tiny enterprises, the three brands have been included within the 
scope of our study. The players like Bapuji, Farinni etc. are primarily bread 
Since manufacturing of packed biscuits, which are machine made, requires substantial investment; the 
category is dominated by large organized players like Britannia, Parle etc. Also, wide coverage in terms of 
distribution is required to support large volumes, which in turn requires promotional support and branding. 
The players aspiring to enter the market need to have substantial financial muscle to counter the established 
players in this category. This explains the reason of the dominance of the large scale organized players in 
the packed biscuit market. 
12 
Increase in the popularity and brand awareness of the bakery chains led to line extensions like packed 
cakes, packed breads etc. In the Kolkata market, three of the bakery chains Monginis, Sugar & Spice and 
Jalajoga have entered the packed cake market. Sugar & Spice has very recently introduced their range of 
packed breads. 
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manufacturers have a negligible or limited presence in Kolkata, hence have not been 
included in the scope of our study. 
3.5.10 Findings with respect to the craft bakery of Kolkata 
The craft bakery market of Kolkata constituted predominantly of units which are either 
tiny or small scale enterprises. The single store bakers also wanted to take advantage of 
their popularity and customer patronage and hence went in for an expansion. These led 
to the evolution of the chain stores. These bakery expanded either through own 
resources, by adding company owned showrooms or through the franchised route or a 
combination of the tour. The dominant brands in the market like Jalajoga, Kathleen, 
Sugar & Spice, Kookie Jar, Bakers Square and Upper Crust started as single store outfits 
and then expanded as bakery chains in Kolkata. Brands like Monginis followed the 
franchisee route to enter the market. 
These bakery chains which are essentially small scale or tiny enterprises have sizeable 
market presence in terms of number of outlets and also overall share of the market. The 
successfiil bakery chains have witnessed healthy growth and have expanded their 
operations in the recent years. Also, internationally the fastest growing bakeries are the 
bakery chains like Richmond Heights in United States as mentioned section 2.4.1. 
Bakery chains internationally dominate the market for bakery products. 
Comparative statements of the number of specialty bake shops and gross annual sales 
(including extensions) of the craft bakeries of Kolkata are shown in the table below. 
Table 3.5.10.1: Number of outlets and approximate sales of craft bakery brands of Kolkata 
SI. No. 
1. 
2. 
3. 
4. 
5. 
Brand Name 
Monginis 
Sugar & Spice 
Kathleen 
Bakers Square 
Upper Crust 
No. of Specialty 
Shops in Kolkata 
79 
58 
59 
06 
11 
Estimated annual sales of 
outlets in Kolkata (M INR) 
150 
60 
25 
11 
18 
Estimated Annual 
Sales (M INR) 
300 
150 
25 
18 
23 
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SI. No. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
Source: 
Brand Name 
Kookie Jar 
Jalajoga 
Flury's 
Upvan 
Chocolate Hut 
Royal 
Rose 
No. of Specialty 
Shops in Kolkata 
03 
34 
01 
Sold through local 
retail shops 
- d o -
- d o -
- d o -
Estimated annual sales of 
outlets in Kolkata (M INR) 
60 
12 
Estimated Annual 
Sales (M INR) 
60 
40 
Temporarily closed for 
renovation 
03 
2.8 
2.4 
3.2 
Published reports and through direct interviews of the owners/managers of the units. 
It is the bakery chains as mentioned above, who have got significant market presence, 
and caters to customers from all across the city and hence has been included in the scope 
of the study. There are few players in this category, like Upvan, Chocolate Hut, etc. who 
are very small in size, in the Kolkata market. They produce and sell locally with very 
little or negligible branding. Since, these players have negligible market presence; they 
have not been included in the scope of our study. 
Finally, it may be observed from our pilot study that we need to consider the following 
firms for the current study. 
Table 3.5.10.2: Brands to be studied as identified 
by the scope of work 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Name of the Brand 
Monginis 
Sugar & Spice 
Kathleen 
Bakers Square 
Upper Crust 
Kookie Jar 
Jalajoga 
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It may be observed that all the firms under our study happen to be all the bakery chains in 
the city of Kolkata, which are single brand entities. Thus, the scope the study narrows 
down to the study of the marketing strategies of the bakery chains of Kolkata. 
3.5.11 Firms Identified for the Study 
The set of tiny and small scale bakery firms, operating in the city of Kolkata chosen for 
the study used brand names MN, SS, KT, BS, KJ, UC and JJ (abbreviated brand names of 
Monginis, Sugar & Spice, Kathleen, Bakers Square, Kookie Jar, Upper Crust and 
Jalajoga). They sell a wide range of bakery products like breads, cakes, gateaux, pastries, 
salted savories, etc. There are around 250 bake shops catered by these firms, which are 
located usually near market places and important junctions (Table 3.5.10.1). 
3.6 Study of the marketing mix of the firms under our study 
Typical marketing mix of the firms (as defined in the scope of work, section 3.5.11), was 
studied through case study method. The case studies were developed based on business 
reports and direct informal interviews with top level managers/owners of the firms. The 
interviews were primarily aimed to understand the key decision maker's perception of the 
market, which is their understanding of the target segment and the marketing mix to cater 
to their target audience. Also, the interviews attempted to understand the background and 
the future challenges for the firms. Also, the existing market offerings of the firms were 
studied by way of shop visits, collection of product catalogs, price lists and promotional 
materials like advertisements etc. 
Interviews were conducted for the vertical slice of the organization starting with the 
owner/manager and moving down to the shops/franchisees. For each firm the 
headquarters were visited and interviews of the owner and key executives involved in the 
management of the firm were conducted. Interviews were also conducted for those 
responsible for managing the day to day operations. The shop sales personnel and 
franchisees were also interviewed for the purpose. 
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The interviews were unstructured and lasted from one to three hours. Typical questions 
were asked which include the following broad topics. 
1. Target customer group. 
2. Marketing mix 
3. Understanding of the present competitive scenario and future challenges. 
The responses were later augmented with data from several other sources. Meetings 
involving key marketing people, shops sales force were also observed. Insights gleaned 
from these observations often stimulated new lines of inquiry for ftiture interviews. In 
addition, data and documents from public sources helped to clarify issues raised in the 
interviews. These multiple approaches helped to ensure reliability and validity of the 
findings (Jick, 1979). 
The first phase of analyzing the data was to build case studies on each of the firm. While 
developing these case studies insight was generated regarding how the firm actually 
developed its marketing mix. This was facilitated by interviewing a variety of 
stakeholders and by spending time with them on the job. At the conclusion of most of the 
interviews and shop visits, the preliminary findings were shared. This added to the 
understanding of the marketing mix of these firms and further refinement of the findings. 
The first draft of these case studies was also discussed with the key people of the 
respective firms like the owner / managers. Throughout the research the practitioners 
gave deep insight into the way the marketing mix was developed and the reasons for the 
same. The table below shows the number of people interviewed for each firm. 
Table 3.6.1: Distribution of People Interviewed for each of the Firms 
Name 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Firm Personnel 
07 
04 
04 
02 
02 
03 
04 
Franchisees/Shop Personnel 
05 
05 
06 
03 
02 
04 
03 
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3.7 Research Procedure for the Customer Survey 
In the following sections, the research design and the procedures for conducting the 
consumer survey is described. The process of instrument development including pilot 
testing and the sampling, data collection and data analysis procedures are also mentioned. 
3.7.1 Instrument Development 
A structured questionnaire was developed to collect data on the variables in this study. 
The final version of the questionnaire is in Annexure-I. The basic objectives of the study 
of consumers of bakery chains of Kolkata were to explore the market segments in terms 
of demographic variables like age, income, education etc. and also to assess the relative 
positioning of the brands as perceived by the consumers. 
3.7.1.1 Pretest for identifying the attitude variables 
A pilot study was undertaken in order to identify the parameters for the use of the study. 
Earlier studies related to bakery buying (Engle, 1956) were taken into consideration 
while deciding on the parameters. The pretest was conducted among a number of industry 
experts, experienced consumers and five senior faculty members of marketing in the city 
of Kolkata. Based on the pilot survey, only 9 parameters were found to be suitable for the 
purpose. These were convenient location, shop decor and ambience, service, food quality, 
availability of a wide variety, reputation of brand, portion size and freshness. Value for 
money, a price - perceived quality trade off (Livesey and Lennon, 1978) was identified as 
another distinct parameter. 
3.7.1.2 The Questionnaire 
The structured questionnaire was designed to have four major sections as follows: 
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• Part - A: This section constituted of general questions including brand preference, 
reasons for buying from a particular shop, the amount of purchase and the name of 
the shop from where the respondent made his/her last purchase. The section also 
enquired whether the purchase was a regular purchase or was for a special occasion. 
• Part - B: This section constituted of questions specific to brand choice. Consumers 
were asked to rate the importance of various factors for choosing a particular brand in 
a five point scale. The factors included were convenient location, shop decor and 
ambience, service, food quality and taste, availability of wide variety of products, 
reputation of the brand, freshness and portion size. Value for money a price quality 
trade off (Livesey and Lennon, 1978) was identified as another distinct parameter. 
Consumers were also asked regarding the brands they were aware of and then rate 
those brands on the factors as mentioned above. 
• Part - C: This section constituted of personal details like age, income, education and 
gender in order to create a demographic profile of the consumer. 
• Part - D: This section constituted of the brand names, where the respondents were 
asked to frame a sentence based on whatever came to their mind while thinking of the 
brand (word association test). 
3.7.2 Sampling Procedure and Questionnaire Administration 
The consumer survey was based on simple random sampling. Target population was 
those who bought products from branded bake shops in the city of Kolkata. Sampling 
frame chosen for the purpose was the phone directory of Kolkata Telephones. 2812 
phone numbers were selected at random (computer generated random numbers were 
used) from the list. 701 calls did not respond. Out of 2111, only 1335 qualified for the 
survey and we made a note of members' names of those who normally made purchase of 
bakery products and the monthly household income. It was observed that such bakery 
products were consumed mostly by relatively middle and high income groups of the city. 
In the second stage, those 1335 respondents were considered valid as buyers of bakery 
products from branded bake shops. These respondents were approached and from which 
578 agreed to be interviewed. Finally, 546 respondents filled in the questionnaire, which 
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was the sample size. Through the questionnaire, an attempt was made to gather facts 
about the most recent purchase and perception of products and services of various brands 
the respondents were aware of A separate part of the questionnaire was administered to 
the respondents where they were asked to write a sentence based on whatever comes to 
their mind for a particular brand they were aware of by way of word association test. 
3.8 Analysis of Customer Survey Data 
The consumer survey data were analyzed with the following objectives: 
i. Assess the general characteristics of the buyers and their preferences in the market. 
ii. Assess the basis of market segmentation, if any. 
iii. To assess the perception of the brands relative to their competitors as perceived by the 
consumers by way of a positioning map. 
iv. Evaluation of customer based brand equity. 
3.8.1 General Characteristics of the market 
In assessing that general characteristic of the buyers, attempts were made to unveil the 
difference between attitude and behavior of the buyers while buying a product. It was 
also important to explore the pattern of various reasons behind choosing a particuleir 
brand while making a purchase. 
Primarily three categories of reasons were examined as follows: 
a) Purchase from a favorite shop 
b) Chance purchase 
c) Convenient purchase 
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It was also the interest of the research to explore whether there were any significant 
differences in the amount of purchase, for these categories of reasons. In terms of type of 
bakery products purchased in the city, it was found that there are two types of purchases 
a) For day to day consumption, may be called as normal purchase. 
b) Purchase for special occasion like birthday s, anniversaries etc. 
Buying behavior in terms of brand choice and amount of purchase were also studied for 
the consumers. 
Analysis techniques for testing various hypotheses as described above were based on t-
test and chi-square tests using a significant level of 5 percent. 
3.8.2 Investigation for the basis of Segmentation 
Market segmentation (Kotler, 2005) is the process of dividing a market into groups of 
similar consumers and selecting the most appropriate groups and individuals for the firm 
to serve. Market segmentation analysis is critical for sound marketing strategy 
development. The bases for segmentation for consumer market are usually: 
a) Geographic segmentation: size of city, country, climate etc. 
b) Demographic segmentation: age, gender, family size, income, occupation, education 
etc. 
c) Socio cultural segmentation: culture, subculture, religion, race etc. 
It is hence important to understand the basis of segmentation for the buyers of the small 
and tiny bakeries of Kolkata. The same will enable the understanding the various 
segments targeted by the different firms in the Kolkata market. In the study, the city of 
Kolkata has been assumed as a homogenous market in terms of geographic and socio-
cultural characteristics. It was thus important to understand whether the market is 
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segmented based on demographic factors like age, education, gender and income of its 
buyers. 
Distributions of customers for different brands of bakeries were computed for each 
demographic parameter under study. It was of interest to examine whether the 
distributions were homogenous or biased to some extent on specific bakery brands. For 
each of these parameters chi-square tests were conducted for statistical evidence. 
3.8.3 Assess the perception of the brands as perceived by the customers 
Consumers were asked about their importance (in a 5 point scale) for a number of factors 
influencing purchase from a brand. The factors were as follows: 
Convenient location 
Shop decor and ambience 
Food quality / taste 
Availability of a wide variety 
Brand name / reputation 
Freshness 
Portion size 
Value for money 
They were also asked to rate the brands they were well aware of in a 5 point scale, 
considering each of the above factors. The results of the responses for each of the 
customer segments were interpreted to understand the acceptability of the brands. 
Factor analyses were performed on all the quality attributes to investigate presence of 
significant factors among the attributes under study. Factors extractions were done for 
individual segment and corresponding factor rotations were applied. 
Factor analysis as mentioned for each of the segments, was used to generate 
corresponding factor scores for each of the brands under study. Using the factor scores 
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along the y-axis and the corresponding value for money (a price - quality trade off) along 
the X-axis, a number of scattered diagrams were constructed in order to reveal positions 
of the brands as perceived by the customers of the corresponding target markets. The 
analyses were undertaken using SPSS package. 
3.9 Methods used for Interpretation of the Appropriateness of the Marlceting 
Strategies and its Impact 
The marketing mix of the different firms under study, assessed through case study 
method, was evaluated in terms of its effectiveness as perceived by the customers. The 
data gathered from the customer survey was composed through factor analysis and 
factors scores of the brands were analyzed using visual presentations (positioning maps). 
The appropriateness of firm's marketing strategy was notionally evaluated through these 
positioning maps. The effect of the appropriateness of the marketing strategy was then 
compared with the customer based brand equity of the firms as well as their market 
positions. 
The impact of the appropriateness of the marketing strategies of the firms as mentioned 
above was undertaken by way of assessment of customer based brand equity and market 
position analysis. 
The customer based brand equity of the firm's brands were studied using parameters like 
brand awareness, brand loyalty, perceived quality and brand association using the 
customer survey data. The brand association was assessed qualitatively for the firms by 
interpreting the sentences constituted by the respondents in the word association tests 
(Kotler, 2005). 
The market position in terms of market share and sales growth were studied through 
internal report, outlet surveys and interview^g the management of the firms. The market 
position was then interpreted in the light of appropriateness of marketing strategies of 
individual firm. 
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3.10.2 Study of the market position of the firms 
The market position in terms of market share and sales growth were studied through 
internal report, outlet surveys and interviewing the management of the firms. The market 
position was then interpreted in the light of appropriateness of marketing strategies of 
individual firm. 
3.11 Remarks on the effectiveness of the present marketing mix 
The study finally attempted to explore the possible impacts the existing marketing mix of 
the individual firm on its performance in terms of customer based brand equity and 
market positions. Future options were also suggested to arrive at a better marketing mix 
in the existing market. 
3.12 Assumptions 
The study was undertaken with the following assumptions: 
1. For the customer survey, the telephone directory of Kolkata was taken as the sample 
frame, assuming that the bake shop customers normally have a telephone connection. 
2. Personal recall may be a possible limitation during the customer survey as 
respondents might not always remember their behaviour during the last purchase. 
3. It was assumed that psychographic factors did not have much role to play in the 
choice of brands under the scope of this study. 
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The study finally attempted to explore the possible impacts the existing marketing mix of 
the individual firm on its performance in terms of customer based brand equity and 
market positions. Future options were also suggested to arrive at a better marketing mix 
in the existing market. 
3.10 Assumptions 
The study was undertaken with the following assumptions: 
1. For the customer survey, the telephone directory of Kolkata was taken as the sample 
frame, assuming that the bake shop customers normally have a telephone connection. 
2. Personal recall may be a possible limitation during the customer survey as 
respondents might not always remember their behaviour during the last purchase. 
3. It was assumed that psychographic factors did not have much role to play in the 
choice of brands under the scope of this study. 
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4.1.1 Nature of the bakery products 
One of the major challenges faced by the marketers of the bakery products is the 
perishable nature of the products. As such consistent delivery of fresh items to the 
customers is the key. The item wise characteristics of the various categories of various 
bakery products are given below: 
Table 4.1.1.1 Indicative Shelf life of various categories of bakery products 
SI. 
No. 
1. 
2. 
3. 
4. 
5. 
Category 
Sponge and 
cream based ' 
cakes, pastries 
etc. 
Bread and bread 
based products 
Savouries and 
snacks 
Cakes 
Biscuits 
Items 
Butter cream pastries 
and gateaux 
Fresh cream pastries 
and gateaux 
Breads / Rolls 
Pizza base 
Doughnuts, cheese 
garlic and other 
specialty bread 
Cheese straw 
Savouries 
Puff based (patties 
etc.) 
Bread based (pizzas, 
burgers etc.) 
Plain cakes & fruit 
cakes 
Slice cakes / bar 
cakes 
Cup cakes 
Biscuits and cookies 
Shelf life 
3 days 
1 day 
2 days 
2 days 
2 days 
30 days 
24 hours 
24 hours 
30 days 
60 days 
60 days 
30 days 
Storage conditions 
At 20" C in normal 
counter 
At 6 "C to 10 "Cor less 
in the cool counters 
strictly 
At room temperature 
At room temperature 
At room temperature 
At room temperature 
At 20 ° C in normal 
counter 
- To be reheated before 
serving 
At room temperature 
At room temperature 
At room temperature 
At room temperature 
Also quality or taste of the products with respect to the target segment is a very important 
attribute for any brand and bakeries are no exception. Depending on the quality of 
ingredients, nature of processing and the level of craftsmanship or finishing of the bakery 
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products available in the Kolkata market, one may classify the same into three broad 
categories (a) regular (b) premium / upper range and (c) super premium or luxury. 
4.1.2 Pricing 
Selection of suitable pricing strategy is also important for the success of any brand. The 
selected price range should be in accordance to the value proposition of the segment 
targeted and the position the brand would like to occupy in the perceptible space in the 
minds of the customers. It should thus be in congruence with the product quality, shop 
decor and the promotional policies pursued by the different brands. 
4.1.3 Effective management of distribution network 
To cope with the problem of perishability requires an effective management of the 
distribution network. While deciding on the distribution strategies, the following needs to 
be considered. 
• Delivery time: Keeping in mind the perishable nature of the products, a firm needs to 
achieve two objectives: (a) customers should be served with fresh products (b) 
maintaining the availability of the products, that is, prevention of stock outs at the 
retail point. Accordingly, the lead time of delivery needs to be minimized and the 
frequency of orders and delivery increased. However this would also result in added 
costs for the manufacturers. As such, one needs to reach an optimal solution. 
• Return Management: Owing to limited shelf life of the products, an efficient system 
for management of unsold items or return management practice must be in place in 
order to minimize losses and ensuring freshness of the products. 
• Profitability: The firm needs to achieve the twin objectives of achieving maximum 
distribution in the most cost effective manner and at the same time maximize the 
profitability of its channel members like distributors, retailers / franchisees. 
• Shop / franchisee Management: For a bakery chain, the shops must be quite similar 
to preserve brand identity and they also need to be similar so that valid performance 
comparisons can be made across shops. 
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4.1.4 Promotion 
The promotion strategies adopted by the different brands may involve advertising in the 
mass media, localized campaigns using leaflets, sales promotion, festive offers, combo 
offers, co-branding with other brands, point of purchase promotions like signage, in-shop 
display etc. The promotion strategy needs to be in alignment with the brand strategy. 
The following sections deal with the background, marketing mix and the future 
challenges of the bakery firms of Kolkata, under the scope of this study. 
4.2 Jalajoga (JJ) 
JJ was established by late P.N. Roy and Gopal Chandra Sinha Roy in the year 1955. 
During that period bakery was meant for only the sahibs who patronized shops like 
Flury's, Firpo's, Nahum's etc. in Kolkata. Late P.N. Roy and Gopal Chandra Sinha Roy 
felt that there were no bakeries to meet the needs of the Bengali middle class. So this 
perceived gap in the market prompted them to set up "Jalajoga", meaning snacks. 
The first bakery product they served to the customers was the bread loaf At that time, 
JJ's competitors in the bread segment were limited to Modem and few others. Initially JJ 
didn't have a well-defined marketing strategy. They simply wanted to provide the 
customers fresh and quality food products at an affordable price. Their target customers 
were the middle class urban people. JJ at that time identified that the key drivers for 
business success were freshness, quality and affordability. 
However, there were problems in the initial years which included: 
• Lack of adequate technical competency / expertise in the field. 
• Lack of funding. 
• Lack of a well-defined distribution system. Whatever was produced used to be sold 
through wholesalers in Kolkata. 
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In order to have technical competency in this field, few skilled and experienced bakers 
were recruited from the local market. Also, they decided to expand slowly to overcome 
the problems of funding. 
During the first few years, they started producing breads in smaller quantities to assess 
the market responsiveness of JJ products. At that time JJ's plant had little degree of 
mechanization. When they saw growing demand of their products and increased 
acceptability amongst the Bengali middle class, they started thinking differently. In the 
year 1962, the promoters imported machinery from Switzerland for making dough and an 
era of mechanized production started in JJ and it is considered to be the pioneer in 
developing a taste for bakery products amongst the Bengali middle class of Kolkata. 
Their venture into the bakery business proved successful and JJ became the market leader 
of Kolkata in the popular segment, a position they enjoyed till the mid 90's when 
competition set-in (Sarkar, 1993). 
4,2.1 Product 
As the demand for bakery products in Kolkata improved, the sales started increasing 
gradually during the late 1980s. Earlier the Bengalis were inclined towards the more 
conventional sweets and foods. The tastes and preferences of the people of Kolkata 
started changing significantly. Items like pastries and savories started becoming popular 
with them. 
During the early 1980s JJ decided to take advantage of the changing tastes and 
preferences of customers and added the range of cakes, pastries and savories in their 
product portfolio. During that period there were few bakers to cater to the needs of the 
middle class of Kolkata. At that time, JJ spotted the gap in the market and successfully 
fulfilled the same through their offerings. JJ started with pan cakes and cherry cakes and 
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gradually started launching various cakes, pastries and savories. As a result of JJ's efforts 
in and around Kolkata, JJ became the market leader in the late 1980's. 
Expenditure in terms of cost of manpower and machinery was very limited at that time. 
Production was both manual and mechanical, though bulk of the work was done 
manually. Funds were a major constraint at that time. Hence the available funds were 
mainly utilized for the development of production infrastructure. 
JJ at present produces around 64 different items and aims to launch new items every 6 
months (Armexure V). JJ presently produces 5000 pieces of pastries and 6000 pieces of 
savories per day. Also cookies, soup-sticks, breads etc. are prepared as per requirements. 
JJ pays special attention towards quality of products, which are presently being supplied 
in places far away from Kolkata. It uses very good quality preservatives to maintain the 
quality of the products. These preservatives increase the shelf life of the products. The 
workers in the production department works in three shifts a day i.e. general shift, 
afternoon shift, and night shift. In the night shift, only the savories are prepared so that 
they remain fi-esh when supplied to the outlets in the morning. 
The success of JJ in the 1980s prompted them to extend their brand into other categories 
like 'bhujias' (a fried Indian snacks), ice creams, sodas, noodles etc. The idea of 
launching ice creams, noodles, soda etc. was to leverage the brand awareness and retail 
penetration. 
Recently, as a part of their brand extension strategy, JT has launched 'Zigma' a noodle 
that is similar to the Maggi (a poplar brand of Nestle) noodles but it is cheaper than 
Maggi. 'Zigma' has an attractive packaging and priced moderately at INR 8 for lOOgm 
pack. In the initial phase JJ is only producing 1 OOkgs of noodles per day, production has 
been 50% manually and 50% mechanically. Initially 'Zigma' will come in only in two 
flavors 'masala' and 'chicken' and like Maggi it can be instantly prepared. For the 
purpose of distribution, JJ has appointed M/S Annapuma distributors. 'Zigma' is only 
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being distributed in the grocery shops because initially J J has plans to produce 'Zigma' in 
limited quantities. Though Zigma is a new product, JJ's egg chow is already in the local 
market and according to the JJ sources the egg chow has been selling well in the market 
for a considerable period of time. JJ has already seen a good opportunity in the noodles 
business and its management considers that it has the business strengths to become a 
successful player. 
Considering the stiff competition and its performance in the bakery market, JJ sources 
says that if 'Zigma' venture meets success, then JJ may even concentrate more on the 
new business than on the existing business of bakeries. Whether, 'Zigma' becomes a 
success or not remains to be seen. 
4.2.2 Distribution 
JJ follows the distribution system of self-owned outlets, franchisees as well as 
independent retailers. JJ has a total of 80 outlets of which 34 are in the Kolkata City 
itself Others are in Bolpur, Canning, Madhyamgram, Hoogly, Naihati, Baruipur, 
Shrirampur etc, which are district towns of West Bengal. J J owns only two outlets while 
the rest 78 outlets are franchisee owned. The company owned outlets are at Lake Market 
and Park Circus. Besides JJ products are also sold through independent retailers. List of 
JJ franchisees and distributors is given in the. Annexure VI 
Figure 4.2.2: Channels of distribution of JJ 
MANUFACTURER MANUFACTURER 
DISTRIBUTOR 
RETAILER/FRANCHISEE INDEPENDENT RETAILERS 
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Since bakery products are perishable in nature, the distribution system has to be such that 
ail the retail outlets must have product replenishment everyday. As such, the JJ outlets are 
serviced twice daily - morning and evening. The first delivery stairts at 8.30 a.m. 
comprising of cakes, pastries etc., while the savories and snacks are delivered in the 
evening. The collection of empty crates and the return of unsold items is done in the 
evening. This two-time supply ensures that stocks are well stocked in the outlets and at 
the same time it serves an efficient return management. JJ employs sales representatives 
or 'babu's', assistants for the purpose of delivery and return of items. These people report 
at the JJ factory every morning. By 8.30AM they load the items in the vehicles and move 
in different directions for distribution. JJ uses its own fleet of vehicles for distribution. 
4.2.2.1 Franchisee Management 
The objective of expanding the retail distribution network through the network of 
franchised shops is primarily to expand without investing ones own fimd and at the same 
time to create uniformity amongst all the retail shops which creates the image of the 
brand. 
The requirements to be a J J franchisee are as follows: 
(a) Location in a prime area as location is considered to be the key driver of business. 
(b) Investment of around INR 0.2 million. 
(c) The minimum area of the shop should be around 150 square feet. 
(d) The distance between two J J outlets has to be around 500 meters. 
(e) The franchised outlet of JJ need to sell JJ ice creams and for that a deposit of INR 
50000 has to be made with the company for the infrastructure like refrigerator etc. JJ 
usually supplies the refrigerator to the franchised outlet. 
(f) The franchised outlet would also need to sell soft drinks as a part of JJ's tie up with 
Coca-Cola Company. 
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JJ provides the design for the interior decoration, and renovation. JJ constantly monitors 
the franchisee outlets performance JJ employs shop inspectors for the purpose of 
checking whether the standards are being maintained or not. The average sale per shop 
per day is around INR 1000. The payment of bills is done on every alternate day and a 
credit period of one day is given to the outlets. This allows a regular cash flow 
throughout the year for J J. 
JJ evaluates the performance of each and every outlet as per the standards set, which is 
basically the sales figures of these outlets. JJ also monitors the daily ordering by the 
outlets and the sales level reached over time. If returns from any outlet exceeds the 
standard limit of 5-10% then J J tries to find the reasons for the under performance. 
Depending on the seriousness of the problem it may send shop inspectors to assess the 
situation so that necessary action may be taken. JJ does ABC classification of its 
franchisee outlets on the basis of the sales achieved by them. Approximately 42% of the 
outlets have been ranked as 'A', 40% 'B' and the rest 18% are ranked as ' C . In the off 
season the sales of 'A' category outlets remain more or less similar but the other 
categories are affected tremendously. JJ provides special incentives to the 'A' graded 
outlets. It may decorate, renovate or paint these outlets by sharing 50% of the cost with 
the owners of these outlets. The margin given to the franchisee outlets is fixed at 14 %. 
JJ pays special attention to customer grievances whereby all the complaints regarding the 
franchisee outlets, products and services are handled with utmost care and all the 
necessary actions are taken to solve these grievances. 
Since J J assures franchisee outlets 100% return of unsold stocks it has a forecasting 
system in place in order to ensure right amount of production and low amount of return. 
The forecasting is based on the past sales achieved by the outlets. JJ in order to avoid a 
supply demand mismatch has done ABC classification of the outlets. On an average 5-
10% of the items are returned from the outlets. A monitoring system is there to check that 
the outlets do not order for quantities that they cannot sell. 
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4.2.3 Pricing 
JJ believes in providing its customers good value for money. Since it target segment is 
the middle class, it has always aimed to make their products affordable. In J J the partners 
usually set the prices. The production department, shop supervisors, inspectors also play 
a role in setting up the pricing. JJ generally follows the going rate pricing i.e. the prices 
are based largely on competitor's prices taking MN as the reference. A detailed list of JJ 
prices is given in Armexure V. 
4.2.4 Promotion 
J J presently has a tie up with Coca-Cola, which undertakes majority of the advertisements 
and promotions for J J. JJ's own advertisement expenditure is very little for last few of 
years. Funds are a major constraint for them. Consequently JJ though had diversified by 
introducing a number of new items, did not inform the customers about it. In fact it has 
not done much to build awareness of the new as well as existing products. Also in a 
market, with a large number of competitors, JJ has not undertaken any notable 
promotional activities in the recent past. 
Facing immense competition in the bakery market JJ tied up with the cola giant Coca-
Cola in the year 2000-01. It saw the opportunity to sell other related food items through 
its outlets. The reason for doing this was: 
• Firstly the outlets would gain more revenues by selling soft drinks. 
• Secondly when Coca-Cola promotes its products promotional event, JJ would become 
their choice for bakery products. Thus JJ won't have to spend a hefty amount in 
advertisement. 
Coca-Cola usually spends huge amount as advertisements and promotions for JJ and in 
return all the JJ outlets are installed with Coke vending machines. Coke recently had 
given free crates of soft drinks to the JJ outlets and customers were offered a promotion 
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of 300ml coke free with a pizza worth INR 60. JJ management feels they have gained 
tremendously from this tie up. 
4.2.5 The Road Ahead 
JJ being a partnership firm can't raise much capital from the market. The borrowing 
capacity of a firm is very limited unlike a private limited company. JJ's partners have 
never taken any bank loan as they consider JJ only to be family run. Out of 100 odd 
employees; only two of them are pass out from reputed hotel management institutes. 
Recruits from professionally trained students from the industry are a necessity but the 
cost associated in doing so is not found afforded by JJ. Due to the financial constraints 
overhauling the entire business set up has been a major problem for J J. 
JJ being the early entrant in the market boosts of franchised outlets which are 10 - 15 
years old. These outlets were not air conditioned and did not have any infrastructure like 
microwave ovens etc. Majority of JJ outlets still use a hot-case for the purpose of 
reheating. Lack of air conditioning in the shops does not allow JJ to come up with 
superior quality fresh cream based products. JJ did not enforce any uniformity in terms 
of shop decor etc. for its franchised outlets in the initial years (refer to Annexure VII). 
The owners of these franchised outlets today are not very motivated to upgrade their 
shops in terms of decor, infrastructure etc., which is a major hindrance in the present 
competitive environment. How JJ overcomes this problem of creating an appropriate a 
store image by effective franchisee management remains to be seen. 
J J, which was the market leader for 8-10 years till early 90s, has now been pushed to the 
background. JJ's sale has continuously declined for the last 4-5 years and is fast loosing 
its market share. According to its management, JJ's annual turnover is around 40 million 
and its profit margin is approximately 10%. How JJ copes up with the competitive 
pressure and changing taste and preferences of the customers will hold the key to its 
future. 
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4.3 Kathleen (KT) 
KT, which started its operations in the late 70s emerged as a premium bakery brand of 
Kolkata by the mid 80s. With its much discussed slogan of 'Don't just say cakes, say 
Kathleen cakes' that appeared regularly in the personal columns of the leading dailies, it 
was the first attempt made by any bakery brand to establish a brand identity in Kolkata. 
KT from the very beginning aimed at creating a premium position for itself in the 
customer's mind. As such, its products were then sold only through its self-owned shops 
at AJC Bose Road and Free School Street, maintaining a premivmi image across the 
outlets was relatively simpler (Sarkar, 1993). 
However from mid 90s onwards there was a change in the policy of KT. The company 
decided to extend its reach by coming up with shops at different locations of Kolkata. 
Today the company has about 80 outlets out of which 59 are in Kolkata (refer to 
Annexure IX). All are fi-anchised except the two self-owned outlets at A.J.C. Bose Road 
and Free School Street. During the last 5 years, KT has added 30-35 outlets. They have 
recently come up with 4-5 shops in the suburbs of Kolkata at Dankuni, Chunchura, 
Uttarpara, Bali, etc. They have also recently started sending their products as far as 
Durgapur (a town approximately 150 km from Kolkata) where their products are sold 
through ordinary shops and departmental stores like City Plaza. However, according to 
the management, in spite of adding so many shops the annual turnover for KT is still 
around 25 million which are almost the same as it was in 1997 with only 36 shops. 
4.3.1 Products 
KT from the very beginning tried to position itself as premium brand and boasted of high 
quality products and a wide variety. KT was the pioneer in innovation and imaginative 
dressing for festive products in Kolkata. It popularized the traditional plum cakes for 
Christmas and special goodies for local festivities like 'Durga Puja', 'Dewali', 'Holi' and 
'Raksha Bandhan'. KT thus capitalized on the craze for chocolates and cakes to 
celebrate the festive occasions. 
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KT may be credited for making birthday cakes popular in this part of the country. It 
catered to the present generation of kids who are fastidious customers and most birthday 
cakes bear the bn^Kof their imagination. From teddy bear cakes to elaborate doll's 
house to an assortment of stylized animals to a dancing girl (with a pink cream and candy 
dress) and a full scale Barbie doll cake, nothing was impossible for the baker. KT in fact 
has made quite a name for it for its Barbie creations and claimed that the whole cake 
costs nothing more than INR 400 which included a four pound cake and a Barbie doll in 
the mid 90s. Thus it created a new niche for itself 
KT also popularized puddings and fresh cream pastries like the Black Forest in Kolkata. 
KT's Black Forest pastry and Black Forest Supreme, a truffle complete with fresh cream, 
cherry and chocolate flakes was very well known. KT also introduced popular gift 
hampers in the Kolkata market at a moderate pricing. 
KT is also credited for introducing liqueur chocolates during Christmas and New Year 
and Easter eggs and Burmies during the Easter week. KT also popularized snacks like 
chicken patties, sandwiches and rissoles for the office crowd from its outlet at Dalhousie, 
which is the office hub of Kolkata, during the mid 90s. Along with the traditional 
goodies KT introduced the number of Indianised items like the 'tandoor patty', which is a 
grilled combo of chicken and onion inside the crust (refer to Aimexure VIII). 
However with the passage of time KT had been unable to upgrade its product portfolio. 
Such lack of product innovations failed to inject the much-needed excitement around the 
brand so very essential in a competitive environment. 
KT introduced ice creams in 1995 aiming to leverage its brand image and distribution 
network. However the same had to be withdrawn in few years time. The same resulted 
in substantial losses and also labour unrest owing to downsizing. There were two 
successive lockouts in December 1996 and September 1997 which resulted in substantial 
loss of market share and reputation amongst its stake holders. 
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4.3.2 Distribution 
KT initially used to sell its product only from its own showroom at Free School Street 
and A.J.C. Bose Road. The Free School Street showroom is adjacent to its factory which 
ensures freshness and availability of stocks. The A.J.C. Bose outlet is also very near to 
its factory being hardly 2.5 kilometers from the factory. KT decided to expand in the 
early 90s by appointing agents at various locations of Kolkata. 
KT management decided to follow a localized strategy with respect to the shops. As 
such, the character of KT shop changes from locality to locality. In Free School Street, 
the shop focuses more on celebration cakes and pastries, whereas the shop at Dalhousie 
used to act more like a general fast food center selling snacks to the office crowd. 
Even though the company appointed the agents, whom they now call franchisees, they 
did not arrange to service them in terms of delivery support etc. till 2001. The company 
till then had no arrangement to deliver the products to the respective franchised outlets. 
Collecting the requisite products was totally the responsibility of the individual 
franchisees, which was an additional cost for the franchisees. 
Till recently (2001), unsold products too were not taken back from the franchised shops. 
This prompted the retailers / franchisees to sell stale products in order to minimize their 
losses. KT's perception of quality products suffered and as a result, customer loyalty 
dwindled. This also made the owners of the franchisees unhappy, as poor sells resulted 
in poor profitability for them. KT's premium image thus got adversely affected. 
Recently, since 2001 KT have entered into a contract with external suppliers and 
presently have three vans, which distribute their products to the retailers. The retailers 
need to place their orders daily in the evening over phone to the Free School Street 
factory of KT. The products are delivered from the factory every morning which 
normally starts at 9 am, usually the delivery takes place once in a day but incase of 
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increased demand; delivery is arranged for a second time in the evening. However in case 
of the later, the factory must be informed by 1:00 pm after which no ftirther demand for 
emergency delivery is entertained. In the case of distant places like Durgapur the 
company makes arrangements to deliver the goods to the railway station while the 
transportation by train is a liability of the respective shop-owners. 
The retailers are given a credit of seven days and the company has recently introduced 
the facility of taking back all unsold items. Products like pastries and cakes are returned 
on daily basis but savories like pizzas, puff, patties are returned after 48 hours. 
KT had faced severe problems with respect to its franchisee management earlier. 
Recently, KT has laid the following guidelines for its franchisees: 
• Decoration of the shop should be done in accordance with the specification given by 
the company. 
• Air-conditioning of the shop is a must. 
• The fi-anchisee has to pay a security deposit subject to a minimum of ESfR 25, 000 
depending on the location of the shop and predicted quantum of sales. 
• The franchisee must allow the company's employees to work in his shop for 10-15 
days to assist him and give guidelines regarding running the shop. 
• Minimum tenure of contract is 5 years, but the company possesses right to terminate 
the contract in case of violation of the terms of the contract. 
• Margin given is at the discretion of the company and may be changed. Presently, KT 
provides a margin of 10-15% depending on the product. 
On an average the outlets should have an area of 15ft. by 25ft. At the time of setting up a 
new outlet, the franchisee is provided with KT signage and the showcase for product 
display. Some outlets, for example, the one at Lake Road, have also been provided with a 
Microwave Oven. The retailers need to bear the expenses of air conditioning, 
refrigerators, electricity bills, telephone bills, etc. 
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4.3.3 Pricing 
KT from the very beginning wanted to create a premium image of its brand. As such it 
priced its products higher than the popular range available in the market. When, KT was 
the pioneer in terms of product innovation as discussed in section 3.3.1, such pricing 
strategy worked well. However, in a competitive scenario and with the proliferation of 
me-too products with each competitor duplicating the others designs and recipes, the 
relevance of the present pricing strategy remains to be seen (refer to Armexure VIII). 
4.3.4 Promotion 
KT provides little promotional support to its franchisees. Individual retailers themselves 
promote as per their own discretion. Those retailers, who are capable to go for 
advertisement, generally go for localized distribution of leaflets and ads in local cable 
network. However, KT comes up with print ads in local dailies during festive season like 
Christmas etc (refer to Armexure XI). 
Apart from the KT boards and KT photo frames little POP (Point of Purchase) 
promotional support is provided to the franchisees. The retailers themselves decorate 
their respective outlets according to their own preferences. Consequently there is hardly 
any uniformity in the decor of the different KT outlets. KT in Kolkata has collaboration 
with Frito Lays and Coca Cola. These products are thus sold from the KT outlets thereby 
enriching the existing product portfolio for its retailers. 
4.3.5 Road Ahead 
KT today is on the onset of consolidation and is trying hard to regain the lost glory. 
However, it appears that it is still learning the skills of managing a chain of franchised 
shops as seen from its efforts in this direction in the recent past. In spite of the efforts, the 
franchised shops lack uniformity ( Armexure X).According to KT management, around 
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four franchisees dropped out as recent as 2002. The fact that KT's sales have remained 
stagnant for the last 6-7 years in spite of doubling the number of retail outlets means a 
decline in the per outlet sales. This also implies not only additional cost in terms of 
distribution logistics for KT but also reduced profitability of its franchisees, which may 
be the reason for the drop outs. How KT positions its brand in the present competitive 
environment and successfully manages its franchisees may have a lasting impact on its 
long term sustainability. 
4.4 Kookie Jar (KJ) 
In 1988 Ms. Lovey Barman, started a bake shop at the posh Rawdon Street of Kolkata as 
an extension of her hobby. Within days of its launch, it became evident that the bakery 
lovers of Kolkata were set to be pampered with the most exquisite range of products they 
can ever imagine. Thus for the quality conscious affluent customers of Kolkata, KJ was 
an instant hit. 
With the philosophy of 'Quality comes first' KJ targeted the largely untapped luxury 
segment. Though most expensive in the Kolkata market, its products were truly a class 
apart. 
With only one exclusive outlet at Rawdon Street, KJ could achieve a turnover of over 60 
million, which is more than double of Kathleen which caters to 80 shops in an around 
Kolkata, clearly indicating the success of the brand. 
4.4.1 Products 
For the promoter of KJ Ms. Barman baking is a hobby. KJ is synonymous with exquisite 
craftsmanship and taste. Each product of KJ bears the personal touch of home baked 
goodies and are made out of select ingredients like a fresh strawberry (refer to Annexure 
XII). 
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When it comes to product innovation, KJ is miles ahead of competition in Kolkata. KJ 
introduced the beautiful terracotta trays on which assortment of cookies were presented, 
making the whole arrangement, when attractively wrapped, an excellent festival gift. The 
shop also introduced the idea of gift wrapping cookies and other baked products on 
woven trays or in tiny baskets or boxes that were often sequined of painted or decorated 
with flowers. Indeed KJ's success lives in the panache with which it has managed to sell 
a novel idea rather than just bakery products. 
KJ through its irmovation has always made the special occasions at Kolkata more special. 
Though players like Kathleen popularized celebration of Indian festivals with baked 
products, KJ's efforts to make the same trendy proved to be a huge success. The 'Edible 
Doodles' campaign during the Raksha Bandhan targeting the kids was a huge success 
recently. It was the most unusual gift and treat for Rakhi. A paint-and-eat-me box of 
'Power Puff cookies with eight edible paints and a non-edible paint brush. It was 
different and delicious and also a fun way for the younger kids to celebrate Rakhi with 
each other. KJ also popularized the celebration of occasions like Father's Day, Mother's 
Day, Valentine's Day and Teacher's Day etc., by introducing products to suit each 
occasion. Some of the KJ products has successftilly created a niche and has become a 
brand by itself The exclusive chocolate mousse called 'Death' is one such, which has a 
chocolate band around its biscuit body and a spongy feeling. 
KJ has recently enlarged its bread portfolio riding on the nutrition brand wagon to expand 
into variants. It has recently launched eight new variants and demand for the same has 
reason by 40 percent in the last 2 years. It presently sells 300-400 loaves per day 
(Mookerji, 2004). 
4.4.2 Distribution 
KJ being a destination store and a luxury brand had only one exclusive outlet at Rawdon 
Street of Kolkata. However, there was a mass exodus of employees from its 
manufacturing facilities in 1997. This forced KJ to close shutters temporarily. There was 
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also strike by the employees at its only showroom. During this period, after re-
organizing its workforce at its manufacturing facilities, KJ was forced to appoint two 
franchisees at Salt Lake and Gariahat respectively. 
Once the internal workforce related problems were sorted out, KJ re-opened its 
showroom at Rawdon Street. It has also recently started selling from the supermarket 
chain 'C3' at 'City Center' at Salt Lake, and at Elgin Road in Kolkata. KJ eventually 
dropped its two franchisees and is presently distributing its products through C3 and the 
self owned showrooms only, in order to exercise complete control on shop decor, display, 
infrastructure and service - so very essential for the success of a luxury brand. 
4.4.3 Pricing 
Since KJ positions itself as a luxury brand and sells products which are exclusive in 
nature, it prices its products higher than any other brand in the Kolkata market and is 
comparable only with the luxury hotels. A detailed price list of KJ is enclosed in the 
Annexure XH. 
4.4.4 Promotion 
KJ being a luxury brand relies heavily on strong word of mouth publicity for itself 
Recently it has advertised in the print media, especially in the 'Metro' page of The 
Telegraph Kolkata and other local magazines using the tagline 'Yours KJ' (refer to 
Aimexure XIV). 
KJ used its shop very effectively to create its brand image. The shop at Rawdon Street 
has a yuppie image and is a favorite hideout of the Generation-X. It sports a distinctly 
'with it' look. The fiinky graffiti inside the shop, its uncluttered decor and quaint fa9ade 
made it the best address in town as far as a bake shop is concerned (refer to Annexure 
XIII). 
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Its campaigns during festivities and special occasions like the 'Edible Doodles' as 
mentioned in section 4.4.1 enabled it to emerge as the choice brand for every occasion. 
4.4.5 The Road Ahead 
The brand loyalty for KJ at present is extremely high. The frequency as well as the 
volume of purchase for KJ customers is much higher than that of any other bakery brand 
in Kolkata. The exclusiveness attached to it's positioning as a luxury brand makes it 
difficult for the competition to replicate. There is one school of thought who feels that 
KJ should expand its number of outlets and leverage its brand name. But, the other 
school of thought believes that adding number of shops may certainly increase the reach 
and spread of KJ, but at the same time, also carries with it the definite risk of brand 
dilution. 
4.5 Bakers Square (BS) 
In 1997, when KJ was forced to dovm its shutters owing to internal problems; there was a 
sudden gap in the luxury segment of the Kolkata market. It was during this time that BS 
was launched in order to capitalize on the sudden vacuum existing in the market. BS was 
the brainchild of Sitaleswar Jha and few other ex-employees of KJ. Hence BS from the 
very begirming could boast of technical competency in craft bakery. This initially 
allowed BS a major opportunity to grow. 
Currently approximately 55 people are working in BS's manufacturing unit at 
Lansdowne. It has at present 7 fi-anchised outlets in Kolkata while the self-owned outlet 
at Rawdon Street is the most popular and the highest selling outlet. With the outlet at Salt 
Lake schedule to open shortly, it hopes to rope in many more outlets in the city and its 
suburbs. 
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4.5.1 Products 
From the very beginning BS aimed to position itself as a luxury brand comparable only 
with KJ. Consequently a lot of stress was laid on the quality and freshness of the items. 
But the legacy of KJ amongst its employees always made it a me-too brand duplicating 
the designs and recipes of KJ. So there is hardly anything that one can pinpoint as being 
exclusive to BS (refer to Annexure XV). 
BS spotted a major opportunity in supplying to hotels and clubs who often outsource their 
requirements. As such BS also focused on such institutional orders so as to maximize 
their capacity utilization. 
Being an offshoot of the ex-employees of KJ, the total investment in the plant and 
machinery of BS is around INR 1.5 million out of a total capital investment of around 
INR 3 million. 25% of the production process is mechanized, while the rest is manual, as 
the items are customized according to the orders. 
4.5.2 Distribution 
Even though BS aims to be a luxury brand, it has opted for distribution from both its shelf 
owned exclusive showroom and also a network of franchised shops. As such it has 
designed a system for managing its franchisees. 
The requirements to be a franchisee of BS are as follows: 
• Location in a prime area, preferably in an up market locality 
• Minimum 200 square feet of floor area 
• Air conditioning and refrigeration 
• The distance between two BS outlets should be at least 1/2 km. 
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The retailer's margin figures vary between 20% - 25% of the selling price. Usually a 
credit period of a week is given to the franchisee. However, since the franchisee does not 
have to pay any fee or deposits to the manufacturer their risks are relatively low. 
BS aims to follow a policy of a standardized store image. It gives much emphasis on 
store ambience. It has certain specifications set in its standard layout where it attaches 
importance to attributes like the color scheme of the shop, infrastructure of the shop, the 
doors and windows and certain other attributes. This cost is borne by the franchisee but is 
supervised by the company. However, BS appears to be not so successfiil in enforcing 
uniformity among its franchise shops (Annexure XVI). 
Premium quality bakery products have a very short shelf life as mentioned earlier. BS 
aims to supply fresh products to its customers. Therefore it has developed a structured 
and efficient delivery system. The system is such that all the outlets must have product 
replenishment within 24 hours. BS makes multiple deliveries at its retail outlets in a day. 
BS also follows a proper forecasting system in order to ensure accurate production and 
low level of product returns. This is based on the level of past sales achieved by the 
outlets as well as their intuition on the customer's tastes and preferences. On an average 
10% of the items are returned from the outlets. However if this limit exceeds, the 
franchisees are pressed to sell more. 
In addition, BS aims to pay special attention to customer grievances whereby all the 
complaints regarding their products, services and franchisee outlets are handled with care 
and prompt actions are taken to resolve them. 
4.5.3 Pricing 
The pricing of BS products are in accordance with its targeted positioning as a premium 
brand and hence higher than the other popular brands in the market but are slightly lower 
as compared to KJ (refer to Annexure XV). This is largely reflected by the fact that BS 
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chooses to open outlets in posh localities of Kolkata where the majority of the residents 
belong to the affluent income. 
4.5.4 Promotion 
BS's advertising expenditure is quite low, about 2 - 3% of the turnover. Sometimes it 
does advertise in leading dailies particularly during festive seasons, when it brings out 
special offers (refer to Armexure XVII). Otherwise it believes in the word of mouth 
publicity and claims to have a loyal customer base who patronizes the brand. 
BS introduces new products during festive seasons. Each year, Christmas, New Year, 
Easter, Diwali, Rakhi to name a few, see the onset of new products especially the fancy 
chocolate cakes and plum cakes. These items were also launched in special festive packs, 
designed for the particular festival. Thus the Diwali special packaging may consist of 
earthen 'thalis', chocolate 'diyas' or even packaging embossed with the images Hindu 
deities like 'Ganesha' or 'Lakshmi'. BS believes in stylish presentation, superior product 
quality and continues irmovations to sustain in a highly competitive market like Kolkata. 
Besides, these festive offers also help BS to build a long-term relationship of trust with its 
existing customers and to tap potential customers. It has a tie up with Coca Cola for joint 
promotions. 
4.5.5 Road Ahead 
Though BS management feels it has excelled itself in ensuring superior quality 
differentiated products and innovative presentations, yet its performance is below 
expectations. The sales of a BS franchised shop ranges between INR 2000-INR 2500 per 
day. Though the management of BS believes that their main competitor is Kookie Jar 
and aims to position the brand accordingly, to what extent they are successful in 
achieving the same remains to be seen. 
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4.6 Upper Crust (UC) 
UC came into existence in 1992 when Mr. J.S. Sethi along with Chef. Nagpal (Bakery 
Chef, of The Oberoi Grand) decided to leverage the potential of the bakery market of 
Kolkata and start a bakery to cater to the consumer's desire of quality breads, cakes, 
pastries and savories. The very name 'Upper Crust' reflects the organizations target 
population - the upper income group of (hence the name upper). Crust signifies the crust 
of the dough after being baked. 
UC started its operations with its own showroom at the most up-market locality of 
Kolkata, Alipore. At that point of time, there was no other bakery in an around Alipore. 
The nearest quality bake shop was Kookie Jar around 5 kms from Alipore. To start with, 
UC wanted to leverage on the convenience factor to create a market for itself UC has 
grown from just one outlet in Alipore to present eleven outlets in Kolkata. 
4.6.1 Products 
UC has more than 200 items in their menu. All the items are not manufactured on a 
regular basis. Out of these 70 odd items are very popular and manufactured almost 
regularly (refer to Annexure XVIII). Also there are special items in the menu, which are 
produced during the weekends like various kinds of mousse, tarts, and puffs and so on. 
UC which intended the position itself as a premier bake shop, aimed to offer quality, 
convenience and also an experience from the specialists that consist of the most artistic 
variety available in the Kolkata market. It offers a wide variety and selection of breads, 
cakes, pastries savories as well as icing types to choose from. All their products are baked 
fresh and are of premium quality. Starting from the raw material procurement to delivery 
of the manufactured products, all the stages are thoroughly scrutinized to ensure good 
quality and hygiene. 
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UC has made a reputation itself in selling of customized celebration cakes, be it a 
birthday or a wedding anniversary. All the outlets have a catalogue with a number of 
designs (cartoon characters, fairy tale characters and so on) and the customer can choose 
from the same. Such orders usually need be placed a day before, since they are decorative 
and hand crafted special. Also, special recipe is followed for such cakes. Apart from the 
customized cakes regular shapes like oval, square, round, heart etc. are readily available 
for which the customer need not place prior order. 
At UC items like meringues, cakes and pastries with fresh cream tops the sales chart. 
Other favorites are Swiss rolls with fruit and cream, gateaux, truffles and the famous 
Mocha cake. Cream-less cake such as brownies are also much sort after. UC sells variety 
of egg-less cakes to cater to the vegetarian customer base, which is also its strong USP. 
Savories comprises of the salted snacks like pizzas, patties, sandwiches, fries, puffs and 
so on. The most popular items in this section are the various kinds of patties. The 
vegetarian variety has a strong demand in this section as well. However, breads constitute 
a small percentage of the total sales turnover. 
Shop location has a significant impact on the movement of the various categories of the 
products. While black forest pastries and gateaux sells more in an up-market residential 
locality like Alipore, pizzas and burgers are more popular for the office goers at Camac 
Street. The shop at Golpark, which is in the vicinity of schools and colleges caters mostly 
to students and sells more of patties, while small cakes are a hit with the cine-lovers at the 
outlet adjacent to Globe Cinema Hall. 
4.6.2 Distribution 
UC follows a combination of both self-owned as well as franchised shops. Of the 11 
outlets in Kolkata, 4 are self-owned and the rest franchised. It also has a counter at 
Saturday Club. The manufacturing unit is located in Behala (South of Kolkata). 
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UC maintains a very low level of inventory and follows a demand-pull system for 
ordering its inputs. For delivery, UC has its fleet of self-owned vans. The linesmen who 
visit the outlets in the morning to deliver the products take up orders for the next day's 
delivery. Based on the past experience, the outlets have a rough estimate as to how much 
quantity of each product may be sold on a given day. The orders are then placed to the 
factory. The people there start preparing as per the order. At the end of the day the 
finished products are stored in the cold storage as per requirements in order to retain the 
freshness. The next morning the products are dispatched to their respective outlets and 
the whole cycle is repeated. 
UC takes back the unsold stocks from its retail outlets. These goods are brought back to 
the factory and then destroyed. UC usually manufactures slightly more than the placed 
order to keep provision for emergency orders. In case the outlets finish up a certain 
product during the day and require more of the same, it just has to call up the factory and 
the goods are delivered. 
UC realizes the importance of store atmospherics. Store atmospherics are the elements 
that together create the desired atmosphere. They include flooring, lighting, color 
scheme, music and any scents or sounds. All the outlets of UC display the same 
dynamics. They portray a cool and cheerfiil atmosphere. The interiors are made colorful -
be it furniture or pictures of cakes and pastries. Altogether shopping at UC is a pleasant 
and ftilfiUing experience (refer to Annexure XIX). UC realizes that service which 
includes guiding the customers an important factor in enabling the customers to make a 
product choice. UC aims to provide its customer with not only good quality products but 
also backs it up with quality service. However, it was observed that UC shops within the 
chain differed in terms of shop decor and ambience. 
To ensure uniformity among the different retail outlets, the following guidelines have 
been laid down for the franchisees. 
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• The shop should be situated in a fairly populated area be it a residential one or a 
commercial one. 
• The shop should be situated in a position from where it may be visible to the potential 
customers and should be easy to locate. 
• The shops need to follow a standardized format as far as the ambience and interiors 
are concerned. 
• The counter salesperson must demonstrate the highest level of customer service. They 
must be polite, helpfiil, dependable and responsive. 
4.6.3 Pricing 
UC aims to position itself as a premium brand by targeting the upper income group. As 
such its products are priced higher than that of the prices of the other popular brands in 
the market. However, its pricing is lower than that of KJ. 
A detailed price list of UC is provided in the annexure XVIII. 
4.6.4 Promotion 
Since UC is not a very big organization, it does not spend much of its revenues in 
advertising. Its main source of advertising comes from packing the products in cartons, 
boxes and plastic bags. This creates brand awareness and aides brand recall. Only during 
the festive seasons they go in for hoardings and banners in select locations. UC generally 
does not go in for sales promotions. However for bulk buying for orders exceeding INR 
5000, 5% to 10 % discount is given depending on the nature of the product. 
UC does not have any formal tie-ups with other brands like Pepsi or Coke. However, 
beverages like Colas, chocolates, ice creams etc. are sold through UC outlets. 
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4.6.5 Road Ahead 
UC aims to positions itself on the premium platform. However with established luxury 
brands like KJ, it is finding a difficult to create a niche for itself Till now it is relying on 
the convenience created by its presence in the eleven locations of Kolkata. Recently it 
has also made its products, especially snacks, available in popular retail destinations like 
the Cafe Bollywood at 22 Camac Street, Kolkata. Presently it is at a crossroads, it has to 
decide whether to strengthen its existing brand image through continuous innovation and 
communication or to be a supplier to retail stores who in turn would promote their own 
private label. 
4.7 Sugar & Spice (SS) 
Ms. Supriya Roy founded SS in 1990 at her in - laws premises to satisfy her inner zeal of 
doing something on her ovra. At that time the bakery market of Kolkata was in a nascent 
stage, with limited competition. Mrs. Roy felt that the tastes and preferences of the 
consumers in the city were changing rapidly. Her entrepreneurial nature motivated her to 
take a risk: the launching of SS. 
Earlier in 1986, she had founded an institute named Art "N" Craft to help women become 
self-employed. Perhaps the desire to develop other women arose from her early exposure 
to the feudal system of which she became a part owing to her marriage to Mr. Prosanto 
Kumar Roy, Raja of Cossimbazar Royal Family. Though exposed to a life of leisure from 
an early age, an inner zeal led her to seek professional excellence and also help women to 
establish themselves. After completing her post graduation she obtained a diploma in 
hotel management form the Catering College in TaratoUa, Kolkata. All this perhaps 
intensified her inner determination of launching a bakery brand. Her business proposition 
was simple: ensure top class quality, a value for money proposition, easy availability and 
a universal taste - profits would automatically follow. 
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SS was set up in the premises of her in-laws house at 1/2 Harish Mukherjee Road in 
South Kolkata. Initially SS started as a small shop selling snaeks and fast food. This shop 
was owned by Mrs. Roy which now happens to be the only company owned showroom 
of SS. From this modest beginning, SS grew into a four shop chain by the first quarter of 
1997 and a ten shop chain by April 1998. SS by then had achieved a turnover of INR 3 
million. 
However, Mrs. Roy was not at all satisfied with such moderate performance. She 
thought, in order to remain competitive, it was essential for the brand to increase its 
number of outlets. Thus since 1998 special stress was laid by SS on franchisee 
management and increasing the reach. The growth in number of outlets happened 
exponentially over the next few years. SS effectively leveraged the brand name built 
through its shops to sell different packed items as well. The result is evident. Today, SS 
boasts of 58 outlets in Kolkata alone located at all the strategic points of the city with a 
turnover of around 150 million per annum (which includes its operations outside 
Kolkata). 
4.7.1 Products 
The basic philosophy of business for SS is to cater the middle class segment with fresh 
and quality products of different varieties at an affordable price. 
SS offers a complete range of cakes and pastries, savories, cookies and breads. It has 
made efforts for continuous product innovations and has achieved reasonable degree of 
success in doing so. Some of its product launches like 'chicken singara', 'chicken 
pakora', 'mutton salami kabab' which are a combination of bakery and Indian cuisine 
have become very popular in the snacks category (refer to Annexure XX). 
In pastries, SS introduced 'mango crown' during the summer season to cater to the 
seasonal preferences of the customers. One of its major innovations happens to be in the 
120 
celebration cakes, where it prints figtires/photographs on the cake. This has started 
gaining popularity in the Kolkata market. 
It has recently introduced packed bakery products as a line extension strategy to be sold 
through the grocery chain apart from its showrooms. The move was aimed to leverage its 
brand name and sell related products like breads, packed cakes and biscuits. Some of the 
products which have started gaining acceptability in the market are given below: 
• Breads - Daily Gold, Brown Bread, Daily Slice 
• Packed Cakes - Love Bite, Plain Cake, Fruit Cake, Fun Cake 
• Biscuits - Choco Angel 
4.7.2 Distribution 
Till 1998, SS grew at a slow pace. The same may be attributed to its lack of skills in 
managing and expanding its network of franchised shops. Even though SS intended to 
develop a franchisee management strategy, they were not so successful in doing so. One 
of the key success factors in a franchising is the profitability of the franchisees. SS 
franchised shops till 1998 were more like loosely held agencies. SS did not insist on 
standardized decor for its franchised shops. Also, unsold stocks from the franchised 
shops were not taken back. This had a negative impact both on franchisee profitability 
and also on customer satisfaction - as franchisees often sold stale products to the 
customers to minimize their losses. 
Realizing that franchisee management holds the key to its expansion and future growth, 
SS developed a franchisee management system in 1998. Some of the salient features of 
the same and increase in number of outlets are given below: 
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Table 4.7.2.1: Growth of Outlets of SS 
Year 
1998-1999 
1999-2000 
2000-2001 
2001-2002 
"The SS" Showrooms including those 
outside Kolkata 
37 
52 
65 
84 
• The franchised shops should be at least 4 km apart from each other and must be 
situated on junction and main hubs of the city. 
• Minimum floor space of 120 square feet. 
• Initial security deposit of INR 60000, which is refundable. 
• Investment in shop infrastructure like microwave oven, air conditioning and interior 
decoration to be borne by the franchisee. 
• The franchised shop has to be located at a strategic point with high footfalls. 
• Margin offered to the franchisee would be at a flat rate of 13.5% on the MRP. 
SS supports its franchisees by helping them in interior decoration and furnishing of the 
shop. Also, it provides promotional support by way of local promotions and festive 
decorations etc. (refer to Armexure XXI and XXII). 
The franchisees are required to follow a clearly laid down system of ordering their 
products every evening for the next day's delivery. As the products are highly perishable, 
an accurate forecast is required to prevent losses due to unsold goods. Such forecasts are 
made intuitively by the respective franchisee based on current trends and occasions (like 
festivals) etc. The current policy of The SS is to take back any unsold goods from the 
outlets and destroy them. The current level of such losses is 2%. 
The delivery is made twice a day (before 12 noon and by 4 p.m.) with the help of 
company owned vehicles which forms part of the logistics system. The vehicles have the 
brand name and the logo prominently displayed on the vehicles. Such delivery system 
serves dual objectives. Firstly it makes for an efficient delivery system. The company 
owns the vehicles and hence need not depend on any other party for its delivery. Thus it 
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is able to maintain its delivery schedules very well. Secondly the prominently displayed 
logo and brand name serves as a very good advertisement for the brand. 
SS maintains strict control over its franchisees. It presently has a sales team comprising 
of eleven salespersons. They visit each outlet twice a week. These visits serve as an 
interface between the company and the franchisees. The former can thus maintain a 
control while the latter can relate their problems to the sales team. SS franchisees have a 
sales target of INR 4500 per day. If an outlet comes up with sales of below INR 2500 per 
day on an average, then it is the duty of the sales team to find out the reasons for the same 
and initiate corrective measures. 
The decision of line extension by SS into categories like breads, packed cakes and 
biscuits as mentioned earlier prompted them to develop another channel of distribution -
independent retailers and grocers. A distributors' meet is held every month while a 
franchisees' meet is organized quarterly. 
4.7.3 Pricing 
Initially SS maintained a pricing which was slightly higher than that of other similar 
offerings in the market. However, SS has now realized that pricing is a key element in 
the success of a brand in a fiercely competitive market. As SS targets the middle class 
customers, it has maintained the going rate pricing which a comparable with the market 
leader, MN. A detailed price list of SS is provided in annexure XX. 
4.7.4 Promotion and Co-Branding 
SS has collaborated with other food and beverage brands as given below: 
• Soft drinks and mineral water of Coke. 
• Ice-cream of Thackers 
• Snacks and chips of Lays. 
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As per the company's guidelines a franchisee is allowed to carry these products along 
with the regular products of SS, but they cannot keep products of the competitor's brands 
or any other item outside this list. For the first ten days of operation of a new outlet, the 
franchisee has to carry all these products and thereafter it is the discretion of the 
franchisee to keep the products as per choice. 
SS advertises in the print media especially during festive seasons. Its carry bags and 
packing boxes also acts as good advertisement. As mentioned earlier its delivery vans 
also duals as mobile advertisements. However, its exclusive shops with prominent 
signage and POP materials are its best weapon to create brand awareness. 
4.7.5 Road Ahead 
The SS has always aimed to feel the pulse of its customers while making any decisions. 
Its decision to start the business was based on the premise that the lifestyles and tastes of 
the average Bengali customer would be changing in the nineties. They made hitherto 
'premium' products available at an affordable price, thus obtaining a tremendous 
response from the customers. For example, American style fast food was a great draw in 
the early 1990s. 
The outlets are well planned and spacious, and are located conveniently - thus they prove 
to be attractive to the customers seeking a quick and comfortable bite. 
In the late 1990s a change was perceived in the tastes of the customers. They wanted 
Indian curry tastes packaged in the convenient western formats. In response to this SS 
introduced several new products like 'singara' etc. as mentioned earlier that again met 
with great success. Taking the step fiirther ahead, they introduced tasty, filling snacks in 
2000-01 combining eastern and western tastes. 
SS products today are available to customers even while traveling. It supplies products to 
the international flight kitchen of Kolkata Airport, with an exclusive outlet at 
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International Airport Departure lounge. Its products are also available at the Airport 
Hotel. SS also supplies to Indian Railways - sandwiches and patties for Calcutta Rajdhani 
Express consecutively for the last two years. SS was the first to open exclusive air-
conditioned outlets at various stations of Eastern & South-Eastem Railways. These 
efforts had a tremendous impact both on its bottom line as well as creating a strong brand 
image. 
SS was the first craft baker in Kolkata to be awarded ISO 9002 certification. Also, SS 
received the President's Award from Govt, of India for its performance as a 'Small Scale 
Enterprise'. 
Currently, SS showrooms are located all over Kolkata and in the districts of south Bengal 
viz. Barackpore, Khardah, Sreerampur, Kalyani, Naihati, Kachrapara, Chakdak, 
Chandannagore, Chinsura, Hindmotor, Bolpur, Bankura, Beharampur, Durgapur, 
Burdwan, Krishnagar, Medinipore, Kharagpore etc. It plans for fiirther expansion with 
individual manufacturing units at places like Asansol, Bhubaneswar, Guwahati, Haldia, 
Jalpaiguri, Jamshedpur, Ranchi. 
Mrs. Supriya Roy, the promoter of SS combined profitability with social responsibility by 
gainfully employing physically challenged individuals. Its in-plant training of physically 
challenged individuals of Bal Vihar (an organization taking care of deaf and dumb 
children), has been intensified with the aim of employing them for its upcoming 
Jamshedpur manufacturing facility, clearly exhibiting the corporate social responsibility 
of the brand. 
Though SS has performed well in the recent years, it will need to constantly re-invent 
itself to remain competitive. It is still a distant second as compared to market leader MN 
in its category in the Kolkata market. Also, its foray into packed items requiring 
distribution to independent retail outlets would require different management skills. How 
it lives up to these challenges may hold the key to its ftiture growth and success. 
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4.8 Monginis (MN) 
Folklore has it that the Brothers 'Monginis' landed in the mysterious Hind with a rare 
craft. They were Italians and masters at baking and could create the most scrumptious of 
delicacies, for which Naples and Rome were justly renowned all over Europe. An 
establishment was opened by the brothers in 1882 at a spot where today the Mumbai 
landmark, The Akbarally's Departmental Store stands. Besides making the usual bakery 
products the brothers specialized in the making of cakes, pastries, gateaux and 
chocolates. 
Their establishment was called 'Monginis', and thus begun a brand that today straddles 
the whole of India from Kolkata to Mumbai, from Pune to Hyderabad and Goa. Through 
many transformations, bakery, restaurants and dance hall, MN retained its unique flavour 
as a provider of good times and carried on with business as usual through the turmoil of 
two World Wars and the passage to independent India. It was around 1960 that MN was 
acquired by the Khorakiwala family and recast into its current mould as the 'Common 
Man's Bakery'. 
Around 1980, Amab Basu joined his childhood friend Taizoon Khorakiwala as Project 
Manager for a new bakery venture in the Middle East. He returned to Kolkata to set up 
his ovm venture with the help of the Khorakiwala family of MN Foods, Mumbai. The 
MN brand name at that point of time was unknown in Kolkata. With the setting up of the 
Bakery in Kasba in 1991 and the opening of the 1^ ' shop at Dhakuria in 1992, MN took 
over Kolkata and 'snacking' was never the same again. 
Switz Foods Private Limited (SFPL) was incorporated at Kolkata, to manufacture and 
market bakery products under the brand name MN by way of a licensing arrangement. It 
was allotted 12 cotthas of land by the West Bengal State Industrial Corporation at the 
Kasba Industrial Estate, in East Kolkata, on the Eastern Metropolitan Bypass. The bakery 
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commenced commercial production by the end of 1991, manufacturing savories pastries, 
cakes, birthday gateaux, cookies breads and other bakery items. The Unit was among the 
first ten to start commercial operations at the industrial estate. 
From its modest beginnings, MN today is the undisputed market leader of Kolkata and 
boasts of the following: 
• Increase of direct employment from 15 persons to 250 employees. 
• Indirect employment of 1000 persons through its franchised shop and transport system. 
• Increase of floor area at its manufacturing facility from 4000 sq ft, to 20,000 sq ft spread 
over three floors. Adding one more manufacturing facility, Dream Bake Pvt. Ltd. at 
Boral (South of Kolkata) for its packed bakery products. 
• Doubling of turnover almost each year starting from INR 5.328 million in 1992-93 to 
approximately INR 150 million in 2002 for its craft foods. If one takes into the account 
the turnover of its packed products range (manufactured in a different facility), its 
turnover would be around 300 million annually and the same is growing at a good 
rate. 
• 93 exclusive franchised shops in Kolkata and its suburbs. 
In is endeavor to bring to Kolkata the best quality available in craft bakery, it had 
continuously upgraded by importing 'state of the art' machineries like ovens, mixers, bun 
dividers, moulds, chocolate melting and tempering machines, cooling systems etc from 
Switzerland, Holland, Denmark, Sweden and Italy. The Company has recently introduced 
international quality chocolates and a range of cold recipes, for the first time in Kolkata. 
One of the key reasons for the success of MN in Kolkata is its highly effective franchisee 
management. Today the brand boasts of around 93 franchisee outlets of which 79 are 
located in Kolkata. These are present at almost all important junctions of Kolkata and 
contribute to around 250 million of sales per year. Successftil line extension into packed 
cakes sold through independent retailers has also contributed immensely to the 
performance of MN. The success of Dream Bake, in which it manufactures its ranges of 
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packed products, stands as a contrast to the likes JJ and KT whose attempts for brand 
extensions did not bear the desired result. 
4.8.1 Products 
4.8.1.1 Craft Bakery 
MN had primarily targeted the middle and upper middle class of Kolkata. SFPL offered 
freshness, ambience and quality products at affordable prices. The market gaps that 
existed at that point in the market were filled by SFPL offerings. When all other bakers in 
Kolkata were concentrating more on the sweet variety of bakery products, MN offered a 
range of salty snacks which immediate caught the fancy of the new generation of 
Kolkatans. MN products were of good quality and at an affordable price. Also, the 
ambience at the MN outlets played a key role with an air conditioned environment and 
re-heating arrangements using microwave ovens. Soon, JJ, which was the market leader 
at that moment in the segment, was unsettled by MN. 
New product introductions have played a crucial role in the growth of the brand. Its 
'chicken salad roll' was a big hit with those on the move in Kolkata. It also introduced 
products like 'chicken wrap', 'vegetable manchurian', 'chicken internet' etc. which were 
bakery products adapted to the local taste and preferences. Meeting the customer 
expectations over such long period of time has developed a brand name for MN (refer to 
Annexure XXIII). 
The company also capitalized on the traditional festive occasions of the Bengalis. A 
major breakthrough in had happened during the occasion of Poila Boishak (Bengali New 
Year), Halkhata (Bengali New Years Day on which traders start their new account) in the 
year 2001-2002. In the year 2001, the brand had orders worth INR 0.5 million for Poila 
Boishak. For the same occasion, orders had gone to INR 1.5 million, about which the 
company management feels satisfied. This was achieved by arranging for special gift 
boxes for such occasions and was advertised through banners, posters, leaflets etc. 
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4.8.1.2 Packed Cakes (Industrial bakery) 
MN used to sell packed cakes from its franchised shops from the very begimiing which 
gradually gained good acceptability. Also MN made excellent use of occasions to 
produce large quantities of fruit cakes, plum cakes, etc. during Christmas and New Year 
which were packed attractively and distributed through independent retailers apart from 
their franchised shops. This also popularized the MN brand name. The success of MN 
with its range of craft bakery products and also the rising demand for packed cakes sold 
through independent retailers prompted it to set up an industrial bakery in the name of 
Dream Bakes Pvt. Ltd. (DBPL), which commenced production in June, 2000. 
The packed cake market may be divided into two categories: Single cake and Bar cake. 
The singles cake market in Kolkata was largely unorganized. The unorganized sector 
consisted of smaller players primarily bread manufacturers. These producers utilized the 
heat in the oven after the completion of bread production as baking of cakes require 
lower temperature as compared to breads. As this involved no additional fiiel cost, these 
producers could price their cakes much lower. However, the bar cake market was 
dominated by Britannia (a large scale organized player) and the rest of the market 
consisted of unorganized manufacturers. 
In the absence of organized players, there was very little standardization, especially in 
case of singles cakes. Also there was no established brand in this segment of the market. 
MN took advantage of this, and provided standardized and quality products at an 
affordable price of INR 3.00, onwards. Its automated production unit capable to 
supporting volume production enabled it to achieve economies of scale. MN single cakes 
were an instant hit. 
The initial strategy of MN to focus more on singles cakes instead of bar cakes was a well 
thought out strategy (refer to Annexure XXIV). There was no branded player in single 
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cake segment, whereas it would have to face Britannia (who's 'Good Day' is very 
popular), in case they would have focused more on bar cake. 
4.8.2 Distribution 
4.8.2.1 Franchisee Management 
The success of MN may largely be attributed to its franchisee management skills -
starting from selection to servicing and ensuring profitability of franchisee. MN has 
utilized its franchisees effectively as part of its marketing strategy. It is not only an outlet 
but a brand shop. The shop speaks of MN quality and creates its brand image. It is also a 
mode of its advertisement. The neon signs and the electrical board acts as advertisement 
for the company. MN is the only bakery chain in Kolkata which does not have any 
owned showroom and all their outlets are franchised. 
MN at present has 93 outlets out of which 79 are in Kolkata (refer to Annexure XXV). It 
has grown from just two outlets in a span of 12 years as shown in table 4.8.2.1. 
Table 4.8.2.1: Growth in no. of MN outlets 
Year 
1992 
1993 
1994 
1995 
1996 
1997 
1998 
1999 
2000 
2001 
2002 
2003 
Growth in No. of Outlets in Each Year 
4 
4 
5 
6 
8 
9 
10 
10 
10 
8 
7 
12 
The cycle of managing its franchisees starts from the selection of the shop (refer to 
Annexure XXVII). The company looks into the location of the shop as the first criteria 
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for selecting the shop since it is considered as a prime factor for driving sales. It insists 
on a minimum carpet area of 200 square feet and a frontage of 10 feet. It stresses upon 
the area and frontage norm in order to create an amicable ambience for the customers. 
The company believes that customers come to the store not just to buy bakery products, 
what matters is the overall experience during the buying process. To be a market leader, 
the stores need to provide the customers with that experience. A friendly atmosphere 
where the customer can enjoy their snacks is prime consideration for the company. 
The overall investment of a MN franchisee is approximately INR 0.5 million, which 
includes a security deposit of INR 0.2 million on, which an interest of 10% per annum is 
paid by the company. The remaining around INR 0.3 million is the estimated cost of 
decoration. The company has a standardized format regarding the decor, principal colors, 
infrastructure like display counter, air conditioners, refrigerators and microwave oven for 
its franchised shops. 
The company pays an average commission of 14% on the goods sold. The company 
provides the design for the interior decoration and it is up to the outlet owners either to 
employ their own work force or take the help from the company sources. The outlet is 
also allowed to keep soft drinks and ice creams of companies having tie ups with MN. 
There is a constant monitoring of the outlets every month. For which there is 
standardized format for evaluation of the shop on varied parameters. The parameters for 
evaluation are given below (refer to Annexure XXVIII): 
1. Comparison of average daily sales.(same months of present and past year) 
2. Ambience. 
3. Product display. 
4. Profile behavior, knowledge of the store service persormel. 
5. Customer handling 
6. Availability of items and beverages. 
7. Overall attitude of the shop. 
131 
The parameters are judged on a three-point scale i.e. 'average' (0-4), 'good' (5-7) and 
'excellent' (8-10). 
The payment of bills is done on every alternative day by the franchisees as sales are 
mostly by cash. As such this allows a clean flow of cash throughout the year. 
As discussed earlier, managing perishability and ensuring delivery of fresh products to 
the customers is a key challenge for a bakery, especially for a craft bakery selling through 
multiple retail points. As such, the key challenge is to supply the shops fresh products on 
a timely basis, which requires a structured and efficient distribution system. The system 
needs to be reliable and responsive to the needs of the franchisees. 
The distribution system of MN catering to the franchised shops is such that the outlets 
must have product replenishments at least once and twice if the outlet sells well. MN 
provides for delivery twice daily to its franchised shops. The second delivery ensures that 
the shops remain well stocked throughout the day. The first delivery starts at 6.30 a.m. 
and ends at 8.30 a.m. and the second delivery is done in the afternoon and this process is 
followed daily. The afternoon distribution enables it to collect empty crates and return the 
unsold stocks. 
MN assures its franchised outlets 100% return of unsold stocks. As such, it developed a 
forecasting system to ensure right amount of production and low amount of returns. The 
company feels that stock returns in the range of 3.5% to 5% is acceptable, since below 
3.5% would indicate that the outlet is selling stale products and anything above 5% 
would result in additional loss to the company. Furthermore, the company has never 
given any sales target to the franchised shops. A monitoring system is in place to check 
that the outlets do not order for quantities that they cannot sell. 
The production department at MN produces based on the projected sales as forecasted. 
This helps in attaining lower level of return from the outlets. The production department 
works in three shifts a day i.e. general shift, afternoon shift and night shift. Night shift 
bridges the demand supply gap in the orders received from the outlets. 
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The flow chart below shows the distribution process followed by MN with respect to its 
franchised shops. 
Figure 4.8.2.1: Distribution process of MN for its franchised shops 
MANUFACTURING UNIT 
TWICE A DAY 
OUTSOURCED (M&M and 
Other transporters) 
FRANCHISEES 
CUSTOMERS 
The company has outsourced the outbound logistics the responsibility has been given to 
Mahindra & Mahindra and other local transporters. The number of vehicle employed for 
these purposes are 28 matador vans and 4 covered containers. The outbound logistics has 
been outsourced to minimize the transportation costs and to avoid the problems of 
maintaining a fleet of vehicles and the work force associated with it. 
The terms and conditions for the transporters are given below: 
1. They need to report at the factory by 6.00-a.m. daily. 
2. If they are late in reporting, half of the rent for that day is deducted and if they do not 
turn up that day the full amount is deducted. 
3. They are given a holiday per week, but during hectic schedule they have to report 
daily. 
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4. The transporters are paid at the end of the month, calculated on the per day hire rate. 
4.8.2.2 Packed Cakes 
The success of MN in managing its franchisees was the key to its foray into packed cakes 
and setting up a separate manufacturing facility as discussed earlier. MN realized that 
servicing a network of franchised shops and distributing to independent retailers requires 
different systems and processes. As such MN concentrated on developing competencies 
in managing a distribution channel for its packed cakes. 
MN took steps to bring channel partners closer. It helped in reducing the under cutting in 
the competitive market by a clear monitoring mechanism on the wholesalers. It did not 
pressurize the distributors to achieve any high targets which reduced undercutting. The 
distributor is given a margin of 8%. Further they are required to make a security deposit 
of INR 0.1 million for which the company pays the prevailing rate of bank interest. The 
settlements for damaged goods are made at the end of the month. 
The criteria to be met by a MN distributor are a minimum warehouse pays of 500 square 
feet. Since a deposit of INR 0.1 million is maintained with the company, they are given a 
credit for one week. In case no security deposit is maintained by the distributor, then cash 
payment need to be made on delivery. 
MN follows a three-tier distribution system for its packed cakes. The distributor 
distributes it to the linesmen, who in turn service the retailers. The linesmen in general 
service the retailers thrice a week. Also credit is extended to the retailers and hence 
substantial cash investment is required by the distributors. 
To restrict undercutting the company does not allow its distributors to supply to a large 
number of wholesalers. This restriction is imposed on the distributors to minimize 
undercutting. Furthermore, the company prints area code into the packages of its products 
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and random checking is undertaken in several retail points to monitor and check 
undercutting. 
MN as in case of its franchised network does not use any vehicle owned by the company 
for the purpose of transportation. Instead they outsourced their transportation logistics to 
Mahindra & Mahindra. The conditions for the same are given below: 
1. Supplying vehicles of specific size at the right time. 
2. Delivering as per time schedule. In case of breakdown, the service provider provides 
for other vehicles to reach the destination on time. 
3. There is a penalty clause, according to which if MN cannot load the van within the 
stipulated time of 3hrs then a penalty of INR 3000.00 is levied. On the other hand if 
the service provider fails to reach the destination on time then it has to pay a similar 
fine. 
4. The cost incurred by MN for this is around 15% higher as compared to other 
transporters. 
MN justifies the extra cost for the following reasons: 
• Generally the industry gives it to the individual transporters. These transporters carry 
the goods along with several other goods with least care for the goods. So, the 
quantum of damaged and destroyed goods is high. But in case of Mahindra & 
Mahindra a single vehicle takes the goods with high degree of care. 
• The transporters wait till their vehicles are fially loaded (truck load) with goods. 
Hence, there can be chances for stock out in the market. 
• The transporters generally take a lot of different type of goods to the market. So the 
chance of the food products getting exposed to different odors cannot be ruled out. 
For any bakery product, odor is a crucial criterion. The outsourcing of logistics from 
Mahindra & Mahindra takes care of this crucial factor. 
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4.8.2.3 Return Management 
Packed cakes have a shelf Hfe ranging from 15 days to 60 days. Beyond which the 
product becomes stale. The perishability factor calls for strict return management 
standards. 
MN takes several measures to ensure freshness of stocks and lower level of returns. It 
discourages overstocking by both distributors and retailers, who are often dumped with 
stocks. This implies that the distributor and the retailer keep such amount of stock, which 
may be sold during the course of the shelf life of the product. This reduces the risk of 
return considerably as the quantity of the unsold stock becomes low. The company 
replenishes stock at frequent intervals to keep the stock available at all times at the retail 
points. 
MN' policy of frequent replenishment has resulted in faster stock rotation for the retailers 
and the distributors, which also means improved profitability for the charmel members. 
MN ensures regular supplies to the distributors, who in turn service the retailers through 
the linesmen. These linesmen are required to make at least three visits to a shop in a 
week's time. MN takes full care of the products so that the bacteria count is very low 
during the course of its entire shelf life. However, if the product becomes stale its taken 
back from the retailers and destroyed. This ensures retailers are not inclined to sell 
products which are outdated. These steps have resulted in building confidence both with 
the customers as well as the channel members. 
4.8.3 Pricing 
MN targets to price its products in such a manner so as to target the customers in the 
middle and upper middle income groups. However, it has created a shop ambience which 
attracts the upper income group as well. The pricing is based on the target customer's 
willingness to pay for the product rather than a markup based on the costs. MN first 
decides the target price for the product and then works on the costs. As such even though 
it intends to have a contribution of 50% on an average on its products, yet there are items 
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like the iemon tart', 'donut' etc. whose contribution is less than 25%. Even though the 
profitability on these items is low, MN sells the same in order to create an image of a 
quality baker. MN has undoubtedly created a strong value proposition of its offerings 
and it's perceived to be a good value for money brand, which it leveraged during its foray 
into retail distribution of packed cakes. 
MN used the pricing strategy to its advantage in its extension into packed cakes as 
mentioned earlier. The strategy of MN to price its singles cake 'Kup Keyk' at INR 3.00 a 
piece and also in a pack of two priced at INR 5.00, called 'Double Kup' gave it a sizeable 
edge over its unorganized competitors. The unorganized bread manufacturers priced 
their cakes at INR 2.00; whereas the MN 'Double Kup' in the twin pack effectively 
happen to be INR 2.50 per piece. Customers were more than willing to pay the additional 
50 paisa for the taste, packaging and above all the MN brand name. This pricing strategy 
of MN enabled it to firmly establish itself in the market with significant retail penetration 
and positive customer response. 
MN gradually launched other variety of single cakes like 'Kup Keyk Chocolate', 'Fruit 
Kup', etc. These items were priced higher and were more profitable products. MN used 
the low priced 'Kup Keyk' and the 'Double Kup' to build traffic and create a value 
proposition, the other higher priced varieties was used to improve profitability. 
Once its single cakes achieved good market both in terms of retail penetration and 
customer acceptance, it focused on the bar cakes where Britannia's 'Good Day' was the 
market leader in Kolkata. MN launched a variety of bar cakes, the sliced varieties 
'Tango' at INR 10.00 and 'Sambo' at INR 12.00 per piece. It also launched an un-sliced 
bar cake. The 'Tango' priced at INR 10.00 created a very good impact and it started 
gaining good acceptance in the market. The extent of its success can be gauged from the 
fact that the market leader in the bar cake segment, Britannia was forced to react and 
launch a bar cake priced at INR 10.00. One may conclude that MN used pricing strategy 
as a major tool for gaining market acceptance. 
137 
4.8.4 Promotion 
MN believed in supplying quality foods to the customers. It intended to create brand 
awareness and loyalty by performance rather than by advertisement. It was judicious in 
allocation of its advertisement expenditure. Hence its advertisement expenses are very 
low. The management also felt that the amount could be spent on developing quality 
products and reaching the same to the customers at a lower price. 
Funds were a major constraint at the point when it commenced the business in Kolkata. 
Hence, the available funds were utilized for the development of infrastructure and 
developing a product line. It used the concept of mobile advertisement effectively. The 
carry packs with which, customer came out of the retail outlets were printed with the 
brand name resulting in increased brand awareness. 
Presently the MN is going for some promotional schemes and advertisements. This 
change of thought is mainly to achieve greater penetration and expand the market. MN 
till date relied on its franchised shops for its advertisements. It effectively used the 
frontage of the store by installing prominent signage. Also it used POP materials like 
posters which were hung inside the franchised shops. These posters displayed the 
different products of MN (refer to Annexure XXVI). 
MN started the 'celebration club', in October 2001 to increase customer loyalty. Almost 
2000 families of Kolkata are a part of it. The families are wished, or congratulated on 
certain important occasions of their life, like birthdays, anniversaries etc. Any family can 
be a member of the celebration club and there are no registration fees. All they need to 
do is to purchase a celebration cake from a MN shop, with which they are given a gift. 
Also MN had effectively utilized the localized festivals like 'Phoila Baiskh', the Bengali 
New Years day to promote its products as mentioned earlier. It has also used other 
traditional Bengali festivals like 'Jamai Sasthi', a festival where the son-in-law is treated 
by the mother-in-law. 
138 
It has also promoted its products during popular occasions like the football World Cup 
during which it organized a competition. It launched a promotional scheme during 
'Valentines Day' on which couples were given two boxes of chocolates, a cassette and 
tickets for a concert organized by MN. 
Like in case of its franchised shops, MN relied more on POPs like banners and posters 
for the promotion of its packed cakes sold through independent retailers. Here as well, it 
utilized the packing boxes or cartons for in-shop promotion. Also, it utilized its vehicles 
like autos, used for retail distribution locally, by painting them with the brand name and 
logo which acted as very good mobile advertisement. Also, it used outdoor 
advertisements like hoardings etc. (refer to Annexure XXIX). 
It utilized trade promotion very effectively in the distribution of its packed cakes to the 
independent retailers. It offered two extra 'Kup Keyks' to both wholesalers and retailers 
with each carton containing 36 cakes. Similarly it offered five extra 'Double Kups' for 
each carton containing 24 cakes. While it ensured return of unsold stocks from the 
retailers, it did not allow for the same from the wholesalers in case the carton was broken. 
This effectively meant that wholesalers could not sell loose packs to customers and had to 
sell only in bulk cartons. Thus it used the trade promotion the effectively manage 
channel conflict by not allowing the wholesalers to undercut the retailers. 
For its franchised shops, MN had tie ups with Pepsi and Rollicks ice cream. The 
franchised shops would offer cakes, soft drinks and ice creams to the customers. This 
enables the outlets to gain more revenue and profitability by selling these ice creams and 
soft drinks. Also, when Pepsi promotes its products during events, then MN happened to 
be their choice of craft bakery. 
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4.8.5 Road Ahead 
Management of human resources and continuous skill up-gradation of the people through 
training is an important element for the success of any bakery, especially craft bakery. 
The craft bakeries unlike the industrial bakeries are more dependent on the workers in the 
shop floor. Machinery needed for production is limited to mixing of dough for basic 
material. Shop floor workers do the topping, icing and the decoration of the items. Since, 
aesthetic value of products in craft bakery holds the key to purchase, the production 
infrastructure and environment needs to be more worker friendly. MN employs more 
than 200 people in its Kasba factory. Till date it has been successfiil in retaining and 
motivating its employees. 
MN in Kolkata has also been very prudent when it comes to extensions by leveraging its 
acceptance amongst the customers. Its extension into packed cakes £ind distributing it 
through independent retailers has been reasonably successful. 
MN has not taken its 'numero uno' position as granted and is on a continuous look for 
ftirther improvement. 
• It plans to implement a Quick Response System by which they will be able to know 
the requirements of each and every retailer with the click of a button. 
• The main advantage of the system would be that the lead time for delivery to retailers 
would be reduced to 3 hours and the freshness of the stocks would be as good as 
bake-off. 
• MN is recently in the process of implementing ERP in their factory. 
• They plan to make installation of cold counters or refrigerators mandatory for all 
franchised shops. They would enable it to sell more of superior quality fresh cream 
based products. 
The success of MN in Kolkata till now may be attributed to the combination of factors 
where each of the marketing mix elements, product, price, place and promotion has 
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played a distinctive role in the success of the brand. With the opening of the economy, 
one may expect large organized players and even global players to tap the Indian bakery 
market. How MN reorients itself to face the forthcoming competition is the challenge 
which might hold the key to its future. 
4.9 Consolidated Findings with respect to the Marketing Mix of the Firms 
Based on the study of the marketing mix of the individual firms, one may deduce the 
following facts with respect to each of the constituents of the mix - product, price, place 
and promotion. 
4.9.1 Product Strategies 
Consumers do not just by products, they buy branded products. A brand must be able to 
adopt to its time and to changes both in technology and in consumer behavior so it can 
remain up-to-date: through its material manifestation (as products) and its symbolic one 
(communication). 
A brand is both memory and future of its products. The brands underlying program 
indicates the purpose and meaning of both former and future products. Major brands 
have a meaning which indicates what they are made of and where they are headed. Just as 
a word cannot bear two meanings at once, since one always dominates the other, no one 
brand can successfully focus on all possible meanings. Each one maps out its own 
course, leaves its own mark (Kapferer, 2003). 
It is indeed inevitable for certain products to be duplicated in the product lines of 
different brands. However, the spirit of each brand will be especially noticeable in 
certain specific products, the most representative or typical of the brand meaning. 
However, there are some products within a given line which do not manage a clearly 
express the brand's intent and attributes. These similar products may only represent a 
limited aspect of each brand offer (Figure 4.9.1.1). The problem arises when brands 
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overlap too much, preventing the other from asserting its identity. The brand's values 
must be embodied in its highly symbolic products (Kapferer, 2003). 
Figure 4.9.1.1: Product line overlap among brands (Kapferer, 2003) 
Meaning and direction of brand A Meaning and direction of brand B 
Product line overlap 
among brands " V ^ ^ ^ Products common to 
all three brands 
Meaning and direction of brand C 
If we take a look at products offered by various bakery brands of Kolkata, there are two 
distinct directions and meaning for the products of KJ and MN. KJ products are 
synonymous exquisite craftsmanship, taste and innovation. Each product of KJ bears the 
personal touch of being home baked and made out of select ingredients. Recently it has 
come up with a portfolio of nutritional breads as well. MN on the other hand successfiilly 
popularized bakery snacks in Kolkata and came up with iimovations like 'chicken salad 
roll', 'chicken wrap' etc. which customers asked for in their shops. 
KT's success in the early 1990s was owing to its product innovations like the 'Barbie 
Doll Cake' and its effort to popularize celebration cakes. However, with the passage of 
time it failed to come up with new innovations. The other brands like BS and UC could 
not come up with any signature product which could differentiate them; most of their 
products are an imitation of KJ. All of JJ products are commonly available ones and 
hence it failed to create a mark for itself after its initial success, when these common 
products were a novelty in a market devoid of competition. The recent success of SS may 
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be attributed to some of its innovations like the 'Chicken Singara' etc. following the 
footsteps of MN. 
Table 4.9.1.1 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand Name 
KJ 
BS 
UC 
KT 
MN 
SS 
JJ 
Meaning and Direction of Product Range 
Exquisite craftsmanship, taste, irmovation 
'Me-too' products aimed at imitating KJ 
Premium quality products, but lacks differentiation 
Premium quality innovative products in the past especially 
celebration cakes. 
Good quality mass series with periodical irmovations 
especially snacks. Success in Tiffin items like packed cakes 
Follower of MN, some innovations recently. Introduced 
breads and packed cakes like MN. 
Commonly available bakery products, lacks differentiation. 
4.9.1.1 Line and brand extension 
Extending the range is a necessary step in the evolution of brand through time. 
Multiplication of product add-ons under the same name, corresponding to a same 
consumer need is called line extension. Line extension must be distinguished from brand 
extension, which is a real diversification towards different product categories and 
different clients. 
MN extended its product range to packed cakes by way of line extension. On the 
contrary both KT and JJ went for brand extensions. KT ventured into ice creams and JJ 
extended to ice cream, aerated water and even packed noodles. 
4.9.2 Pricing Strategies 
It was observed that KJ was the highest priced brand in the market aiming to position 
itself as a 'luxury'. KT, UC and BS were high priced aiming to position themselves as 
'upper range' brand. MN, SS and JJ aimed to position themselves as 'value' brand. 
In economic terms, luxury objects are those whose price/quality relationship is the 
highest on the market. By 'quality', economists mean 'what they know how to measure'. 
143 
i.e. tangible functions. Thus, a McKinsey report defines luxury brands as those which 
'have constantly been able to justify a high price, i.e. significantly higher than the price of 
products with comparable tangible functions'. This strictly economic definition of the 
luxury brand does not include the notion of an absolute minimum threshold. What 
counts, indeed, is not the absolute price, but the price differential between 'luxury' 
products and products with comparable functions. 
The luxury industry comprises three levels must be acknowledged (figure 4.9.2.1) - at the 
top of the pyramid, there is the griffe - the creator's signature engraved on a unique 
work. This explains what it fears most: copies. Brands, on the other hand, particularly 
fear fakes/counterfeits. The second level is that of luxury brands produced in small series 
within a workshop, i.e. a 'manufacture' in its etymological sense which is seen as the sole 
warrant of 'good-facture'. The third level is that of streamlined mass production: At this 
level, the brand's fame generates added value for expensive and prime quality products, 
which nonetheless gradually tend to look more and more like the rest. 
Figure 4.9.2.1: The luxury and brand system (Kapferer, 2003) 
Relations Attributes 
Pure creation, unique work, materialized perfection 
^Small series, workshop, hand-made work 
very fine craftsmanship 
The 
upper-range brand 
The brand 
v^Series, factory, highest 
quality in the category 
\Mass series, cost pressure, 
the spiral of quality 
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However management of a 'luxury' brand like KJ is challenge. For instance, it needs to 
create a distance between its clients and non-clients. This may be implemented through 
prices and selective and exclusive distribution, as well as the aesthetic dimensions of the 
products (taste does indeed segment). Anything that is considered optional or added on 
for 'normal' brands is the norm for luxury brands. 
Table 4.9.2.1 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand Name 
KJ 
BS 
UC 
KT 
MN 
SS 
JJ 
Pricing Strategies 
Highest priced brand in the market positioned as 'luxury' 
High priced, aimed to position itself as 'upper range' brand 
High priced, aimed to position itself as 'upper range' brand 
High priced, aimed to position itself as 'upper range' brand 
Moderately priced, aimed to position itself as 'value' brand 
Moderately priced, aimed to position itself as 'value' brand 
Moderately priced, aimed to position itself as 'value' brand 
4.9.3 Distribution Strategies 
The distribution strategies followed by the brands in the Kolkata market is given below. 
Table 4.9.3.1 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand Name 
KJ 
BS 
UC 
KT 
MN 
SS 
JJ 
Distribution Strategies 
Mainly own shops (till August 2004). Now available in 
supermarkets. 
OwTi shops and franchised shops 
Own shops and franchised shops 
Own shops and franchised shops 
For craft bakery franchised shops only. Range of packed 
cakes/breads sold through independent retailers. 
For craft bakery own shops and franchised shops. Range of 
packed cakes/breads sold through independent retailers. 
Own shops, franchised shops as well as independent 
retailers for both craft bakery and packed products. 
It may be observed from the above table that majority of the firms of Kolkata market till 
recently (August, 2004) were selling their products from franchised shops. KJ recently 
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has tied up with C3, an upcoming supermarket to sell its products in its own brand name 
(Annexure XIII). As such management of franchisees played a key role in the success of 
the brands. MN does not have any company owned shop and all their shops are 
franchised. As such the buyers of MN have a feeling that all their shops throughout 
Kolkata are the same. 
SS has one own shop at Harish Mukherjee Road and all their other shops are franchised. 
The slow growth of SS till 1998 may be attributed to its lack of franchisee management 
skills. SS did not insist on the standardized decor for its franchised shops till that time. 
Also did not take back the unsold stocks from its franchisees. However, realizing that 
franchisee management holds the key to its expansion and future growth, it developed a 
franchisee management system in 1998, as mentioned in Section 4.7.2, which resulted in 
its recent growth. 
KT has two own shops, one at Free School Street and the other at A.J.C. Bose Road, at 
Kolkata. Both the shops are located at the up market locality of the city. The shop at 
Free School Street is their flagship and is adjacent to their factory. In the 1980s, these 
two shops catered to the up market clientele of the city in the absence of competition. KT 
was then a destination store being patronized by the upper income segment of Kolkata, 
especially for "special occasion" purchases. In the early 90s, KT decided to expand 
through the franchisee route. However, it appeared that they lacked the requisite skills to 
manage their franchisee network. KT till very recently did not take back the unsold items 
from their franchised shops - which led to franchisees selling poor quality / stale products 
to their customers, creating bad word of mouth for the brand. Also the franchised shops 
of KT lack uniformity with respect to shop decor etc. (annexure X). Further there was no 
door delivery at franchised shops which led to irregular replenishment of stocks at the 
franchised shops. The franchised shops of KTs are more like loosely held agencies. The 
lack of sales growth of KT in the recent years may be attributed to their poor 
management of its franchisees. 
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The only company owned shop of BS is located next to KJ shop at Rowdon Street of 
Kolkata. BS did brisk business when KJ had to down its shutter as majority of the skilled 
employees (Bakers) of KJ left and joined BS. BS wanted to position itself as a viable 
alternative of KJ in the Kolkata market. However, as KJ reopened, it started loosing its 
customer base and decided to expand through the franchisee route to maintain its sales. 
However, it appears that the buyers at their franchised shops perceive them much lower 
than their own shop buyers. This is reflected in the poor performance of their 
franchisees; some of whom have scaled down their operation - that is limiting their 
dependence on the sale of BS products (annexure XVI). The success of BS as a brand 
would depend largely on their skill to manage their franchisees effectively. 
UC started with their company owned shop at Alipore, which is a posh locality of 
Kolkata, comprising of industrialists and top level business executives. As such UC 
aimed to position itself in the premium segment of the market. As UC decided to expand, 
it did so both with own shops and franchised shops. UC targeted customers in other up 
market localities of Kolkata like Golpark, Kankurgachi etc., where KJ shops were not 
present. However, their shops lack uniformity in terms of decor and ambience. 
JJ which was the market leader in the 1980s, in the mid segment of Kolkata, gradually 
lost its position in the 1990s as competition intensified. Today majority of their shops are 
located outside Kolkata in the Suburbs. They have two company ovmed outlets at Park 
Circus and Lake Market of Kolkata. Their expansion however was not much planned 
taking into consideration the issues related to branding. They followed two types of 
distribution - shops to whom they supply directly and shops which were serviced by the 
distributors appointed by them. In both cases not much of attention was paid to shop 
decor, ambience like air conditioning or for that matter uniformity across the outlets 
(Annexure VII). The shops were more like agencies buying and selling JJ products. Till 
recently there was no provision for return of unsold items which resulted in stale stock of 
JJ products sold from these outlets. Distributors, who are mere intermediaries,' supplied 
to sundry retailers for their own sales and profit maximization, with little regard for the 
image of the company. Though the JJ management claims that there exists a difference 
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between the company appointed franchisee! shops and the shops catered by the 
distributors, customers don't differentiate between the two. This creates a poor image of 
brand as far as the buyers are concerned. 
4.9.4 Promotion Strategies 
The promotion strategies followed by the firms are given below: 
MN effectively used the frontage of the store by installing prominent signage. It also 
used POP materials like posters which were hung inside the franchised shops (Annexure 
XXVI). It is the franchised shops of MN which created its brand image and enabled it to 
go for successful extension into packed cakes. For its distribution of packed cakes to the 
independent retailers, it utilized trade promotions effectively both to increase penetration 
as well as to manage charmel conflict, as has been mentioned in Section 4.8.4. The other 
brands like SS also intended to replicate the MN model. It has achieved some degree of 
success in doing so in the recent years. JJ stores lacked uniformity and promotional 
support. 
However for a brand like KJ it is important that it must be desired by all, but consumed 
only by the happy few. The awareness of a 'luxury' brand like KJ, must be superior to 
its penetration. As such KJ periodically advertises in select English newspapers and 
magazines (Armexure XIV). It is also utilized the shop decor and ambience as well as 
special promotions during festive occasions to create an image for itself. KJ could 
effectively build an aura around its brand by making its shop a destination store and by 
creating a yuppie image as mentioned in Section 4.4.4. The other brands namely BS, UC 
and KT were not so successful in achieving the same for their respective brands. Also, 
lack of franchisee management skills did not help their cause either. 
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Table 4.9.4.1 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand Name 
KJ 
BS 
UC 
KT 
MN 
SS 
JJ 
Promotion Strategies 
Effective utilization of signage, in-shop promotion, festive 
occasions. Advertisements in select English newspapers. 
Franchisee! shops completely lack uniformity in terms of 
signage, decor, and logo. Occasional ads only during peak 
season like Christmas. 
Negligible advertisements. Franchised shops to some extent 
lacks uniformity in terms of shop signage and logo. 
Franchised shops lack uniformity in terms of signage, decor. 
Occasional print ads only during peak season like 
Christmas. 
Effective utilization of shop signage, in-shop promos and 
festive occasions. Effective trade promos for packed cakes. 
Negligible advertisement in mass media. Used the carry 
bags effectively for promotion. 
Aiming to replicate the MN model. 
Franchised shops lack uniformity in terms of signage, decor 
etc. which created a negative image of the brand. No visible 
attempt to improve brand image. 
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Chapter-V 
Analysis of Consumer Survey 
This chapter analyses the resuhs of the customer survey with respect to the following: 
1. Understanding the general characteristics of the market and consumer preferences. 
2. Basis on which the market is segmented. 
3. Perception of the brands as perceived by their target customers. 
4. Assessment of customer based brand equity 
5.1 Profile of the Respondents 
In line with the methodology discussed in the chapter III, a sample survey was conducted 
throughout the city with a view to collect relevant information from the consumers. The 
consumer survey data provided a fair amount of information on the market and consumer 
perceptions of the brands. 
The frequency distributions of the major demographic variables are illustrated in the 
tables 5.1.1 (a, b and c) and the corresponding bar diagrams are displayed in the figures 
5.1.1 (a, band c). 
Table 5.1.1 a Age of Respondents in years 
(Only for valid respondents) 
Age 
Interval 
<10 
10-20 
20-30 
30-40 
40-60 
>60 
Total 
Frequency 
2 
36 
264 
134 
100 
6 
542 
Valid 
Percent 
.4 
6.6 
48.7 
24.7 
18.5 
1.1 
100.0 
Cumulative 
Percent 
.4 
7.0 
55.7 
80.4 
98.9 
100.0 
Customer Survey 
150 
Table 5.1.1 b: Level of education of Respondents (Only for valid respondents) 
Education 
Primary School 
Senior School 
Higher Secondary 
Graduate 
Post Graduate 
Total 
Frequency 
2 
14 
48 
300 
176 
540 
Valid Percent 
.4 
2.6 
8.9 
55.6 
32.6 
100.0 
Cumulative 
Percent 
.4 
3.0 
11.9 
67.4 
100.0 
Customer Survey 
Table 5.1.1 c Average monthly family income of Respondents 
(Only for valid respondents) 
Income group (INR) 
0-1000 
1000-8000 
8000-16000 
16000-24000 
24000-32000 
32000-40000 
>40000 
Total 
Frequency 
2 
26 
110 
150 
82 
78 
86 
534 
Valid 
Percent 
.4 
4.9 
20.6 
28.1 
15.4 
14.6 
16.1 
100.0 
Cumulative 
Percent 
.4 
5.2 
25.8 
53.9 
69.3 
83.9 
100.0 
Customer Survey 
The age groups from 20 to 60 years were the major buyers of the product. Out of these 
the group between 20 to 30 years makes the maximum concentration of more than 48 
percent of the whole sample. This is reasonably justified, as this young age group 
includes college and university students and fresh earning members of the society without 
much family commitments. 
It may be observed that around 88 percent of the respondents are from the high education 
group. It may be noted that in a metro city like Kolkata level of education is relatively 
high compared to smaller towns and rural areas of India. Also, the branded bakery 
buyers are comparatively richer population of the city. Therefore, in the age bracket of 
20 to 60 one would expect a high frequency of graduates and in this case it was more than 
55 percent. 
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As far as average monthly income is concerned, it was found that 95 percent of the 
respondents had income INR 8000 and more. Also, it was evident from the data that the 
income group between INR 16000 to INR 24000 had the highest concentration of nearly 
28 percent of the whole sample. The other income categories above INR 24000 
contributed more of less evenly at around 15 percent level. 
The gender distribution was found to be more skewed towards male, where male 
customers were around 70 percent. 
Figure 5.1,1 a: Age of Respondents in years 
c 
3 O 
o 
20-30 30-40 
age in years 
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Figure 5.1.1 b: Level of education of Respondents 
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In terms of distribution of gender of respondents, it was found that 73 percent were male 
and 27 percent were female. This is however, a realistic figure as bakery shoppers are 
dominated by male in Kolkata. The 5.1.Id illustrates the gender distribution. 
Figure 5.1.1 c: Average monthly family income of Respondents 
n — 1 '—' 1 '—' r 
8000-16000 16000-24000 24000-32000 32000-40000 >400O0 
average monthly income of family 
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Figure 5.1.1 d 
Gender of Respondents 
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5.2 Market characteristics 
5.2.1 Choice of a Brand 
Female 
It was observed from the customer survey that almost 40 percent of the buyers did not 
have any brand preference (figure 5.2.1.1). This shows that there is a good potential for a 
brand to create a preference amongst this group of customers. 
Figure 5.2.1.1 
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5.2.2 Buying Behavior 
It was interesting to observe from the figure 5.2.2.1 that a high percentage (35%) of 
buyers who had preference for a specific brand, did not buy their preferred brand. Only 
24.7 percent of them bought their preferred brand. This happened owing to lack of 
accessibility of their preferred shops. It was found that a large number of customers 
made convenient purchase or chance purchase at the bakery shops. 
Figure 5.2.2.1 
40 
Matching of brand bought and brand preferred 
No favourite 
brand 
MATCH MISMATCH 
5.2.3 Types of Purchase 
The characteristics of purchase of bakery products may be categorized into three distinct 
categories. 
a) Purchase from a favorite shop 
b) Chance purchase 
c) Purchase from a shop conveniently located, that is near to home or office 
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An analysis of the reason for choice for the above three categories of purchase revealed 
that only 24.7 percent of the customers purchased from their favorite shops. 57.7 percent 
of the customers bought from a shop near to home or workplace and 17.6 percent were 
chance customers (table 5.2.3.1). 
Table 5.2.3.1 
Reason for choice for a particular brand 
Total 
Near to my 
home/workplace 
57.7% 
Reason for choice 
This is my 
favorite shop 
24.7% 
Just by chance 
17.6% 
Customer Survey 
Figure 5.2,3.1 
Graphical representation of reason for choice for a particular brand 
near to my home/work just by chance 
this IS my favourite 
reason for choice 
5.2.4 Mean Amount of Purchase 
The mean amount of purchase by the customers for the three categories of purchase was 
analyzed. It was found that the mean amount of purchase from a favorite shop was 
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around INR 76. Whereas the mean amount of purchase in case of a shop conveniently 
located was INR 37 and incase of a chance purchase it was INR 32 as is shown in the 
figure 5.2.4.1. 
Figure 5.2.4.1 
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Table 5.2.4.1 
Tabular representation of mean amount of purchase for Purchase type 
(Figures in INR) 
Total 
Reason for choice 
Near to my 
home/work 
place 
Mean 
37 
This is my 
favorite shop 
Mean 
Mean 
76 
Just by chance 
Mean 
33 
Table Total 
Mean 
46 
Customer Survey 
This demonstrated that if a customer bought from a favorite shop, he/she bought more 
than double the amount of his/her purchases otherwise. This clearly indicated the 
importance of being a favorite brand. This also implied that those brands whose buyers 
also consider it to be a favorite brand would be more successful with respect to 
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competition. As such being a favorite shop or a preferred brand is the key to success in 
the business. The brand preferences of the buyers of each of the seven brands were 
analyzed. 
5.2.5 Breakup of Type of Purchase for each brand 
Table 5.2.5.1: Type of purchase for the brands 
Brand Names 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Reason for choice 
Near to my 
home/workplace 
61.0% 
63.0% 
57.5% 
60.0% 
36.1% 
54.5% 
65.0% 
This is my 
favorite shop 
36.0% 
16.3% 
11.3% 
23.3% 
45.9% 
27.3% 
16.3% 
Just by chance 
3.0% 
20.7% 
31.3% 
16.7% 
18.0% 
18.2% 
18.8% 
Total 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
It is evident from the table 5.2.5.1 that KJ, MN and UC are the three brands getting 
high percentage of shoppers who consider these brands to be their favorite 
brands/shop. While, for UC the figure stands at 27 percent, for MN, 36 percent of its 
shoppers consider it to be their favorite shop and for KJ the same is as high as 45 
percent. 
A Chi-square test was performed on the above data. A Pearson chi-square value as 
high as 54.9 were obtained for 12 degrees of freedom. Thus chi-square test provided 
evidence that the brands performed differently in terms of types of purchase, at 
significant level of nearly zero percent. KJ appeared to be a destination shop and MN 
a favourite and well-networked group of shops. 
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Table 5.2.5.2: Chi-square Test (Brand against Type of Purchase) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
Association 
Value 
54.964'' 
59.806 
1.819 
df 
12 
12 
1 
Asymp. Sig. (2-
sided) 
0.000 
0.000 
0.177 
5.2.6 Special Occasion Purchases 
From the sample survey, it was observed that purchase of bakery products for a special 
occasion had a significant role in the market. The consumers of this part of the country 
have adopted western culture of celebrating special occasions like birthdays, 
anniversaries etc. with celebration cakes, which was found to have a significant market. 
In this context, the bakery buyers may be classified into two categories based on the 
purpose for which they buy. 
a) Normal purchase - for day to day consumption 
b) Special Occasion purchases - like birthdays, anniversaries, parties, gifts for various 
celebrations and events etc. 
The amount of purchase varied to a large extent based on the purpose of purchase as 
mentioned above. Whereas the mean amount of purchase in case of a special occasion 
was INR 201, the mean amount of purchase in case of a normal purchase was only INR 
26 (table 5.2.6.1), clearly indicating that a brand or shop which could get more customers 
for such special occasion purchases would generate significantly higher revenue (figure 
5.2.6.1). 
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Figure 5.2.6.1 
Mean amount of Purchase for special occasions 
spec ia l occas ion 
Table 5.2.6.1: Mean amount of purchase for special occasion purchase 
Purchase amount (INR) 
Special Occasion 
Yes 
Mean 
201 
No 
Mean 
26 
Customer Survey 
5.2.7 Special occasion and type of purchase 
It was interesting to observe from the table 5.2.7.1 that nearly 50 percent of the customers 
buying for a special occasion preferred to buy from a favorite shop, while this proportion 
was around 22 percent when it was a non-special occasion purchase. This implied that 
while majority of customers preferred convenience for a normal purchase, it was the 
other way round for special occasion purchase. 
There is a good potential for brands which emerge as a favorite shop to get customers for 
special occasions. 
160 
Table 5.2.7.1: Percentage of customers for each purchase type for normal purchase 
and Special Occasion purchase 
Reason for 
choice 
Total 
Near to my 
home/workplace 
This is my favorite 
shop 
Just by chance 
Special occasion 
Yes 
44.3% 
47.5% 
8.2% 
100.0% 
No 
59.4% 
21.8% 
18.8% 
100.0% 
Total 
57.7% 
24.7% 
17.6% 
100.0% 
Figure 5.2.7.1 
Percentage of customer for each purchase type for normal purchase and 
Special Occasion purchase 
c 10 
8 
^ 0 
special occasion 
lyes 
near to my home/w ork Just by chance 
this is my favourtte 
reason for choice 
It is to be noted that the mean amount of purchase is significantly high when it is a 
special occasion purchase from a favorite shop (almost 50 percent more) (figure 5.2.7.2). 
161 
Figure 5.2.7.2 
Mean amount of purchase in case of Special Occasion for each purchase type 
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Table 5.2.7.2: Mean amount of purchase in case of Special Occasion for each 
purchase type 
Reason for 
choice 
Near to my 
home/workplace 
This is my 
favorite shop 
Just by chance 
Amount 
purchase 
Amount 
purchase 
Amount 
purchase 
of 
of 
of 
Special ( 
Yes 
159 
248 
160 
occasion 
No 
26 
29 
26 
Customer Survey 
Brands like KJ, KT and to some extent UC have established themselves as shops for 
special occasion purchases with 23 percent, 20 percent, and 16.7 percent of their total 
customers respectively visiting them for special occasion purchases. 
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Table 5.2.7.3: Percentage of customers making Special Occasion purchases for each 
brand 
Brand Names 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Special Occasion 
Yes 
7.0% 
8.7% 
20.0% 
5.0% 
23.0% 
16.7% 
2.5% 
No 
93.0% 
91.3% 
80.0% 
95.0% 
77.0% 
83.3% 
97.5% 
Total 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
Customer Survey 
5.3 Identification for the basis of segmentation 
As argued in section 3.8.2, the basis of market segmentation was investigated for four 
following factors by measuring the dependency of each of the independent factors on 
brand patronage: a) Age b) Gender c) Education d) Income 
5.3.1 Investigate the dependency of age as a factor for brand choice. 
An investigation of age as a discriminating factor for brand choice shows that there was 
no dependency of age on brand choice. A chi-square test suggested at a value of 23 (with 
a degree of freedom 30) (table 5.3.1.2) that the difference was not significant. However, 
it was observed from the table, that the higher frequency of buyers fall in the age group of 
20 to 30 years. The distribution pattern of age group of buyers was broadly the same for 
all the brands (table 5.3.1.1). 
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Table 5.3.1.1: Age wise distribution of customers of different brands 
Buyer of 
Brand 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Total 
<10 
2.9% 
0.4% 
10-20 
2.0% 
7.4% 
7.9% 
2.9% 
8.8% 
9.4% 
11.1% 
6.6% 
Age (in 
20-30 
52.9% 
53.7% 
50.0% 
42.9% 
50.0% 
53.1% 
29.6% 
48.7% 
years) 
30-40 
29.4% 
22.2% 
26.3% 
28.6% 
20.6% 
18.8% 
25.9% 
24.7% 
40-60 
15.7% 
14.8% 
15.8% 
22.9% 
20.6% 
15.6% 
29.6% 
18.5% 
>60 
1.9% 
3.1% 
3.7% 
1.1% 
Customer Survey 
Table 5.3.1.2: Chi-Square Test (Age wise distribution of customers of different 
brands) 
Pearson Chi-Square 
Value 
23.171 
df 
30 
Asymp. Sig. (2-sided) 
0.808 
The P-vaiue of 2-tail chi-square was very high of 0.808 signifying (even at 5 percent 
level) that choice of brand was independent of age and that age was not a basis of 
segmentation in the market. 
5.3.2 To investigate the dependency of gender as a basis of segmentation. 
An investigation of gender as a discriminating factor for brand choice showed that there 
was no dependency of gender on brand choice. A chi-square test suggested at a value of 
8 (with a degree of freedom 6) (table 5.3.2.2) that the difference was very insignificant. 
However, it was observed from the table, that the higher frequency of buyers were male. 
The distribution pattern of gender of buyers was broadly the same for all the brands (table 
5.3.2.1). 
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Table 5.3.2.1: Gender wise distribution of customers of different brands 
Buyer of Brand 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Total 
Gender 
Male 
77.0% 
64.1% 
81.3% 
76.7% 
73.8% 
69.7% 
71.3% 
73.3% 
Female 
23.0% 
35.9% 
18.8% 
23.3% 
26.2% 
30.3% 
28.8% 
26.7% 
Total 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
100.0% 
Customer Survey 
Table 5.3.2.2: Chi-Square Test (Gender wise distribution of customers of different 
brands) 
Pearson Chi-Square 
Value 
8.196' 
df 
6 
Asymp. Sig. (2-sided) 
0.224 
The P-value of 2-tail chi-square was very high of 0.224 signifying (even at 5 percent 
level) that choice of brand was independent of gender and that gender was not a basis of 
segmentation in the market. 
5.3.3 To investigate the dependency of education as a basis of segmentation. 
An investigation of education as a discriminating factor for brand choice showed that 
there was no dependency of education on brand choice. A chi-square test suggested at a 
value of 23 (with a degree of freedom 24) (table 5.3.3.2) that the difference was very 
insignificant. However, it was observed from the table, that the higher frequency of 
buyers was graduates and above. The distribution pattern of education of buyers was 
broadly the same for all the brands (table 5.3.3.1). 
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Table 5.3.3.1: Education wise distribution of customers of different brands 
Buyer of Brand 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Total 
Level of Education 
Primary 
School 
2.9% 
0.4% 
Senior 
School 
3.9% 
2.9% 
2.9% 
6.5% 
3.7% 
2.6% 
Higher 
Secondary 
9.8% 
13.0% 
10.5% 
2.9% 
2.9% 
12.9% 
7.4% 
8.9% 
Graduate 
54.9% 
51.9% 
57.9% 
42.9% 
61.8% 
64.5% 
59.3% 
55.6% 
Post 
Graduate 
31.4% 
35.2% 
31.6% 
48.6% 
32.4% 
16.1% 
29.6% 
32.6% 
Table 5.3.3.2: Chi-Square Test (Education wise distribution of customers of 
different brands) 
Pearson Chi-Square 
Value 
23.448 
df 
24 
Asymp. Sig. (2-sided) 
0.494 
The P-value of 2-tail chi-square was very high of 0.494 signifying (even at 5 percent 
level) that choice of brand was independent of education and that education was not a 
basis of segmentation in the market. 
5.3.4 To investigate the dependency of income as a basis of segmentation. 
An investigation of income as a discriminating factor for brand choice showed (table 
5.3.4.1) that there was dependency of income on brand choice. A chi-square test 
suggested at a value of 51 (with a degree of freedom 36) that the difference was 
significant (table 5.3.4.2). 
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Table 5.3.4.1: Income-group wise distribution of customers of different brands 
Buyer of 
Brand 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Total 
0<8000 
9.8% 
3.8% 
5.7% 
6.3% 
7.4% 
4.9% 
8000-
16000 
25.5% 
26.4% 
28.6% 
5.7% 
17.6% 
15.6% 
18.5% 
20.6% 
Monthly Income (in INR^ 
16000-
24000 
27.5% 
35.8% 
28.6% 
25.7% 
14.7% 
21.9% 
40.7% 
28.1% 
24000-
32000 
11.8% 
17.0% 
14.3% 
14.3% 
23.5% 
12.5% 
14.8% 
15.4% 
1 
32000-
40000 
11.8% 
11.3% 
5.7% 
28.6% 
23.5% 
9.4% 
14.8% 
14.6% 
>40000 
13.7% 
5.7% 
17.1% 
25.7% 
20.6% 
31.3% 
3.7% 
16.1% 
Customer Survey 
Table 5.3.4.2: Chi-Square Test (Income-group wise distribution of customers of 
different brands) 
Pearson Chi-
Square 
Value 
51.455 
df 
30 
Asymp. Sig. (2-sided) 
0.046 
The P - value of 2-tail chi-square was very low of 0.046 (significant at 5 percent level) 
showing dependency of income as a factor for brand choice by the customers, implying 
the market might be segmented based on income. 
Also, it was clear that the majority of the buyers of MN, SS, JJ, and KT were in the 
income bracket of INR 8000 to INR 24,000 per month, whereas the majority of the 
customers of BS, KJ and UC belong to the upper income group of more than INR 24, 000 
per month. 
Table 5.3.4.3: Dependency of independent factors on Brand Patronage through Chi-
Square Tests 
Factor 
Age 
Gender 
Education 
Income 
P - Value (2 tail) 
0.808 
0.224 
0.494 
0.046 
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Very low P-value of 2-tail Chi-square at 0.046 in case of income clearly indicated that the 
market might be segmented based on family income of the customers (table 5.3.4.3). 
Since the market in this case was segmented based on income, flirther investigations were 
carried out to understand whether the different brands in the market charged different 
prices for similar items to create differentiation in terms of perceived quality as compared 
to the competition. The pricing structure of different brands was taken as an indicator of 
the segments targeted by each of these brands. Based on the prices of the commonly sold 
items, an approximate price index (table 5.3.4.4) was composed for each of the brands. It 
was observed that KJ was the highest priced brand, targeting the high income group. KT, 
UC and BS had the middle range price. They possibly targeted the upper middle income 
customers while MN, SS and J J targeted the middle income buyers as illustrated in table 
5.3.4.5 (It may be noted that these bakery items were not normally consumed by low 
income groups of the city). 
Table 5.3.4.4: Price Index of the brands (taking MN as the base) 
Items 
Indexed 
Price 
Brand Name 
KJ 
200 
SS 
100 
KT 
171.4 
UC 
171.4 
MN 
100 
JJ 
100 
BS 
171.4 
Shop Observations, Price Lists 
Since, target segment of the firms, as observed from the price index, grouped three 
distinct target segments, further investigations were carried out on the income data. Very 
low P-value of Chi-square at 0.006 in case of income when divided into three different 
categories, instead of six, clearly indicated that even at less than 1 percent level of 
significance, the market might be segmented into three income groups (table 5.3.4.5) -
middle (segment I), upper-middle (segment II) and high (segment III). 
Table 5.3.4.5: Target Segment of the firms as observed from price index 
Segment 
I 
II 
III 
Firm 
MN, JJ, SS 
KT, UC, BS 
KJ 
Target Segment (Income Group) 
Middle 
Upper Middle 
High 
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5.4 Indicative factors and overall factor scores based on customer perception 
With a view to understand how the brands were perceived by their target customers in 
terms of performance, an experiment was carried out with the existing customers by 
asking the level of satisfaction created by the brands they were fully aware of. A number 
of indicative factors were considered for this purpose. 
The factors considered were: 
i. Convenient location 
ii. Shop Decor & Ambience 
iii. Service at the counter 
iv. Food Quality / Taste 
V. Availability of a wide variety 
vi. Brand Name / reputation 
vii. Freshness 
viii. Portion Size 
ix. Value for money, a price quality tradeoff was taken as another distinct parameter 
as mentioned earlier. 
The interviewees were asked to assess the brands for each of above factors rating on a 5 
point scale ('very bad' to 'very good'). Also it was assumed that each of these factors 
might not be considered by the consumers to be of equal importance and only a few 
might be of high importance and the rest may be of less importance. In order to 
accommodate these subjective variations, the respondents were also asked to indicate the 
level of importance attached to each of the factors, also on a five point scale ('very 
important' to 'not at all important'). 
The customer perception data as obtained from the survey was subject to a reliability test 
and Cronbach's Alpha coefficients were estimated independently for each brand. The 
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high coefficient values of more than 0.6 were obtained in all the cases (table 5.4.1) and 
thus the data set was found to be satisfactory in terms of reliability. 
Table 5.4.1: Reliability of the responses of perception attributes as indicated 
for different firms 
Cronbach's 
Alpha 
Brand Name 
MN 
0.79 
SS 
0.85 
KT 
0.85 
BS 
0.78 
uc 
0.73 
KJ 
0.61 
JJ 
0.85 
5.4.1 Rating of the attributes by the customers of the brands 
In the customer survey the respondents were requested to rate the brands they were aware 
of, with respect to a number of quality parameters and the value for money. They were 
also asked to indicate importance of such parameters to them in a 5 point scale. The 
results of the responses for each of the three segment customers are illustrated in tables 
5.4.1.1, 5.4.1.2 and 5.4.1.3. 
Table 5.4.1.1: Rating of brand 
Factors 
Convenient 
Location 
Shop Decor & 
Ambience 
Service 
Food Quality / 
Taste 
Availability of 
Wide Variety 
Brand Name / 
Reputation 
Freshness 
Portion Size 
Value for Money 
Mean Score 
of 
Importance 
4.57 
3.93 
4.71 
4.97 
4.27 
4.25 
4..96 
3.96 
4.65 
attributes by customers of Segment I 
Mean score obtained by the Firms on a 1-5 scale 
MN 
4.72 
4.38 
4.41 
4.49 
4.51 
4.68 
4.44 
4.22 
4.33 
SS 
4.15 
4.19 
4.25 
4.10 
4.15 
4.17 
4.13 
4.02 
4.21 
KT 
4.00 
4.22 
4.22 
4.04 
4.20 
4.43 
4.12 
3.84 
3.76 
BS 
3.63 
4.21 
4.00 
4.32 
4.11 
4.37 
4.32 
4.21 
4.05 
KJ 
3.65 
4.61 
4.48 
4.83 
4.57 
4.61 
4.70 
4.39 
4.26 
UC 
3.78 
4.39 
4.09 
4.61 
4.09 
4.43 
4.30 
4.09 
3.91 
JJ 
3.54 
3.14 
3.54 
3.42 
4.05 
3.35 
3.62 
3.56 
3.59 
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Table 5.4.1.2: Rating of brand attributes by customers of Segment II 
Factors 
Convenient 
Location 
Shop Decor & 
Ambience 
Service 
Food Quality / 
Taste 
Availability of 
Wide Variety 
Brand Name / 
Reputation 
Freshness 
Portion Size 
Value for Money 
Mean Score 
of 
Importance 
4.49 
3.92 
4.63 
4.94 
4.41 
4.24 
4.89 
3.96 
4.66 
Mean score obtained by the Firms on a 1-5 scale 
MN 
4.68 
4.21 
4.77 
4.47 
4.32 
4.54 
4.59 
4.22 
4.41 
SS 
4.20 
4.04 
4.11 
4.20 
4.14 
4.13 
4.34 
4.10 
4.10 
KT 
3.84 
4.31 
4.14 
4.23 
4.20 
4.34 
4.41 
3.97 
3.92 
BS 
3.72 
4.21 
4.42 
4.53 
4.21 
4.40 
4.57 
4.04 
3.89 
KJ 
3.83 
4.33 
4.56 
4.85 
4.50 
4.75 
4.77 
4.27 
4.15 
UC 
3.55 
4.16 
4.32 
4.36 
3.98 
4.32 
4.41 
3.98 
3.95 
JJ 
3.96 
3.07 
3.62 
3.60 
3.42 
3.73 
3.82 
3.96 
3.73 
Table 5.4.1.3: Rating of brand attributes by customers of Segment III 
Factors 
Convenient 
Location 
Shop Decor & 
Ambience 
Service 
Food Quality / 
Taste 
Availability of 
Wide Variety 
Brand Name / 
Reputation 
Freshness 
Portion Size 
Value for Money 
Mean Score 
of 
Importance 
4.48 
3.90 
4.68 
4.99 
4.49 
4.20 
4.98 
4.18 
4.49 
Mean score obtained by the Firms on a 1-5 scale 
MN 
4.58 
3.74 
4.06 
4.21 
4.24 
4.26 
4.21 
4.06 
4.31 
SS 
3.82 
3.65 
3.69 
3.73 
3.90 
3.75 
3.73 
3.86 
3.75 
KT 
4.07 
3.98 
4.03 
4.10 
3.91 
4.16 
4.16 
3.91 
4.02 
BS 
4.10 
4.27 
4.24 
4.33 
4.31 
4.55 
4.45 
4.02 
4.08 
KJ 
4.16 
4.61 
4.55 
4.73 
4.57 
4.78 
4.67 
4.31 
4.35 
UC 
4.18 
4.13 
4.03 
4.40 
4.03 
4.15 
4.30 
4.03 
3.98 
JJ 
3.88 
3.03 
3.38 
3.26 
3.15 
3.38 
3.44 
3.56 
3.41 
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It is interesting to note that customers of ail these tiiree segments attached similar kind of 
importance scores for the parameters mentioned above. Food quality and freshness 
appeared to be the most important criteria for all the respondents. On the other hand they 
considered shop decor and portion size to be relatively less important. Convenience or 
accessibility of a shop was also considered to be an important consideration, where MN 
scored the best for all the three segments. High density of MN shops in the city might 
explain the phenomenon. 
It was interesting to observe that MN was the only brand which is highly acceptable to all 
the segments, having rated scores of more than four across all the parameters. On the 
other hands JJ came out to be the least acceptable brand for all the segments, not reaching 
the threshold of four in any of the parameters considered (although scored 4.05 in 
availability of wide variety for the customers of segment I). 
SS showed an interesting fact in terms of acceptability to the customer segments. It was 
highly acceptable to the segments I & II. To the customers of the segment III, which was 
the high income group customers, SS was not acceptable in any of the parameters. This 
might be explained by a number of factors like lack of shop management skills in the 
initial years of its existence, especially management of unsold stocks. It is still perceived 
to be a 'me-too' of MN, lacking in innovation. 
KT was clearly acceptable to its customers of the first two segments, excepting poor 
ratings for the value for money. This explains its confiasion in choosing the right target 
segment. Even though it aimed to target segment II as it was evident from its pricing 
strategy, yet it intended to cater to segment I by expanding its distribution network. This 
however, seems to lower its value for money perception even with respect to segment II. 
BS and UC even though targeted segment II, their perception of value for money was 
poor as compared to MN, whereas their perception of food quality was similar to that of 
MN. This explains the lack of differentiation and questionable pricing strategy. 
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KJ even though was the highest priced brand and targeted segment III, scored well both 
in segment I & segment II with respect to value for money. The same may be explained 
by the fact that it was more of an aspiration for segment I and segment II. As far as 
segment III was concerned it outscores all other brands. 
5.4.2 Analysis of brand attributes 
Factor analyses were performed on all the quality attributes to investigate presence of 
significant factors among the attributes under study. Factor extractions were done for 
individual segment and corresponding factor rotations were applied (tables 5.4.2.1, 
5.4.2.2, 5.4.2.3, 5.4.2.4, 5.3.2.5 and 5.4.2.6). Segments I «& II extracted two factors each, 
explaining 92.7 and 94.3 percent of the total variance, while segment III clubbed all the 
attributes in one single factor, explaining 87.2 percent of total variance. All other 
attributes except convenience were clubbed in the first factor of the segment I. In case of 
segment II the two attributes convenience and portion size constituted the factor II; 
however, portion size had also a sizeable contribution in the second factor of the segment 
I. 
Table 5.4.2.1 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
: Total Variance Explained for Segment 
Initial Eigen values 
Total 
6.242 
1.175 
0.384 
0.108 
0.089 
0.002 
5.248E-16 
-3.38E-016 
% of Variance 
78.024 
14.687 
4.796 
1.351 
1.113 
0.029 
6.560E-15 
-4.228E-15 
I 
Cumulative % 
78.024 
92.711 
97.507 
98.858 
99.971 
100.000 
100.000 
100.000 
Component 
1 
2 
Extraction Sums of Squared 
Loadings 
Total 
6.242 
1.175 
%of 
Variance 
78.024 
14.687 
Cumulative 
% 
78.024 
92.711 
Rotation Sums of Squared 
Loadings 
Total 
5.862 
1.555 
%of 
Variance 
73.279 
19.432 
Cumulative 
% 
73.279 
92.711 
Extraction Method: Principal Component Analysis 
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Table 5.4.2.2: Rotated Component Matrix for Segment I 
Factors 
Convenient Location 
Shop Decor & Ambience 
Service 
Food Quality / Taste 
Availability of Wide 
Variety 
Brand Name / Reputation 
Freshness 
Portion Size 
Component 
1 
0.025 
0.970 
0.881 
0.971 
0.916 
0.948 
0.985 
0.703 
2 
0.965 
0.006 
0.385 
-0.022 
0.392 
0.212 
0.060 
0.521 
Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalization; Rotation converged in 3 iterations 
Table 5.4.2.3: Total Variance Explained for Segment II 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
Initial Eigen values 
Total 
5.659 
1.884 
0.270 
0.096 
0.073 
0.018 
4.312E-16 
9.005E-017 
% of Variance 
70.741 
23.547 
3.370 
1.204 
0.915 
0.223 
5.390E-15 
1.126E-15 
Cumulative % 
70.741 
94.289 
97.659 
98.862 
99.777 
100.000 
100.000 
100.000 
Component 
1 
2 
Extraction Sums of Squared 
Loadings 
Total 
5.659 
1.884 
%of 
Variance 
70.741 
23.547 
Cumulative 
% 
70.741 
94.289 
Rotation Sums of Squared 
Loadings 
Total 
5.622 
1.921 
%of 
Variance 
70.279 
24.010 
Cumulative 
% 
70.279 
94.289 
Extraction Method: Principal Component Analysis 
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Table 5.4.2.4: Rotated Component Matrix for Segment II 
Factors 
Convenient Location 
Shop Decor & Ambience 
Service 
Food Quality / Taste 
Availability of Wide 
Variety 
Brand Name / Reputation 
Freshness 
Portion Size 
Component 
1 
-0.040 
0.951 
0.984 
0.982 
0.974 
0.916 
0.991 
0.119 
2 
0.936 
-0.210 
-0.051 
0.008 
0.163 
0.308 
0.102 
0.931 
Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalization 
Rotation converged in 3 iterations 
Table 5.4.2.5: Total Variance Explained for Segment III 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
Extraction 
Initial Eigenvalues 
Total 
6.977 
0.769 
0.167 
0.064 
0.023 
0.001 
3.123E-16 
1.153E-16 
Viethod: Princ 
%of 
Variance 
87.206 
9.612 
2.086 
0.800 
0.281 
0.014 
3.904E-15 
1.441E-15 
ipal Component 
Cumulative 
% 
87.206 
96.818 
98.904 
99.704 
99.986 
100.000 
100.000 
100.000 
Analysis 
Extraction Sums of Squared 
Loadings 
Total 
6.977 
%of 
Variance 
87.206 
Cumulative 
% 
87.206 
Table 5.4.2.6: Component Matrix for Segment III 
Factors 
Convenient Location 
Shop Decor & Ambience 
Service 
Food Quality / Taste 
Availability of Wide Variety 
Brand Name / Reputation 
Freshness 
Portion Size 
Component 
1 
0.549 
0.969 
0.985 
0.993 
0.967 
0.990 
0.984 
0.947 
Extraction Method: Principal Component Analysis 
1 components extracted 
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5.4.3 Positioning map based on factors scores 
Factor analysis as mentioned in the previous section for each of the segments, generated 
corresponding factor scores for each of the brands under study. Using the factor scores 
(naming it as overall quality) along the y-axis and the corresponding value for money (a 
price - quality trade off) along the x-axis, a number of scattered diagrams were 
constructed in order to reveal positions of the brands as perceived by the customers of the 
corresponding target markets. 
In the positioning maps where overall value for money was plotted against quality (figure 
5.4.3.1) - in Segment I, SS was near to MN, though in a relatively inferior position. The 
cluster comprising of UC, BS and KT was found to be of similar quality as that of MN. 
But they scored very poorly, with respect to value for money. It may be observed from 
the figure that JJ was the straight looser in the segment. 
Figure 5.4.3.1: Customer Perception of segment I (Quality vs. Value for Money) 
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In the second segment (figure 5.4.3.2), the gap between MN and SS got widened as 
performance of SS was much poor with respect to value for money. 
Figure 5.4.3.2: Customer Perception of Segment II (Quality vs. Value for Money) 
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In the third segment targeted for the highest income group, (figure 5.4.3.3), it was 
interesting to note that KJ was occupying the best possible position. UC and BS scored 
over MN, in terms of quality and narrowed the gap with respect to value for money. 
However, KT scored poorly, both in terms of quality and value for money, compared to 
MN. The gap between SS and MN further widened owing to its poor performance on 
both quality and value for money. 
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Figure 5.4.3.3: Customer Perception of Segment III (Quality vs. Value for Money) 
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It was further observed that the perception of MN was similar across all income 
categories demonstrating high value for money and reasonably high quality. Opposite 
was the case of JJ, whose position was poor, both in terms of value for money and 
quality. In all the three figures, UC, BS and KT appeared to cluster together. KJ scored 
highest in quality across all segments. 
In the positioning maps of segment I and segment II where the convenience related 
factors (by clubbing of convenience as major element) were plotted against overall value 
for money (figure 5.4.3.4 and 5.4.3.5), MN was placed in the best possible position 
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followed by SS. This probably explains the success of SS in being the number two in the 
Kolkata market. 
Figure 5.4.3.4 
Customer perception of segment I (Convenience Vs 
Value for Money) 
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Figure 5.4.3.5: Customer Perception of Segment II (Convenience vs. Value for 
Money) 
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5.5 Evaluation of customer based brand equity of the firms 
As mentioned in section 2.5, the customer based brand equity of the firm's brands were 
studied using parameters like brand awareness, brand loyalty, perceived quality and 
brand association. Customer based brand equity may be estimated both at aggregate or 
segment level (Park and Srinivasan, 1994). As it was observed (figure 5.4.3.1 and figure 
5.4.3.2) that brands like MN and others cater to multiple segments, hence the customer 
based brand equity of the firms were assessed at the aggregate level only. 
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5.5.1 Brand awareness 
The awareness of the bakery brands amongst the consumers were examined with the 
following results (table 5.5.1.1). 
Table 5.5.1.1: Brand awareness 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand Name 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Percent Aware 
98.5 
86.0 
89.7 
64.2 
60.9 
57.9 
65.7 
*3.9 percent of the customers showed preference for brands other than the brands under 
our consideration. 
Consumer Survey 
The table clearly demonstrated that MN had emerged as the leading brand in terms of 
awareness. It was also interesting to note that even though KJ was positioned as a luxury 
brand, yet more than 60 percent of the customers were aware of the brand. 
5.5.2 Brand loyalty and brand preference 
Table 5.5.2.1: Brand preference 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand 
Name 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Percentage of customer preferring the brand, 
where respondents have brand preference* 
35.9 
9.6 
9.0 
10.1 
20.4 
9.9 
1.2 
*3.9 percent of the customers showed preference for brands other than the brands under 
the scope of the study. 
Consumer Survey 
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It may be noted that MN was the most preferred brand. KJ even though was targeting the 
high income group, yet more than 20 percent of customers who had brand preference 
preferred the brand. Brand preference in case of JJ was miserable being just about 1 
percent implying poor support for the brand (table 5.5.2.1). 
Brand loyalty as mentioned in section 2.5, may be viewed as a consumer's preference to 
buy a single brand name in a product class, which happened to be the most preferred 
brand. However, as it was observed (section 5.2.1) that a high percentage (35%) of 
buyers who had preference for a specific brand, did not buy their preferred brand. Only 
24.7 percent of the buyers bought their preferred brand owing to factors like accessibility, 
convenience etc. Hence, the frequency of purchase of a particular brand might not be the 
sole indicator of brand loyalty in this case. Thus, a comparison of buyer's actual 
purchase of the brand (based on last purchase) was compared with that of their preferred 
brand which is indicated in table 5.5.2.2. 
Table 5.5.2.2: Buyer of each brand preferring which brand 
Buyer of 
which 
brand 
MN 
SS 
KT 
BS 
KJ 
UC 
JJ 
Total 
Name of preferred brand 
MN 
67.7% 
31.3% 
62.5% 
33.3% 
4.3% 
6.3% 
45.5% 
35.9% 
SS 
3.2% 
21.9% 
12.5% 
6.7% 
6.3% 
18.2% 
9.6% 
KT 
6.5% 
6.3% 
25.0% 
6.7% 
4.3% 
6.3% 
9.1% 
9.0% 
BS 
9.7% 
6.3% 
26.7% 
4.3% 
12.5% 
15.0% 
KJ 
6.5% 
21.9% 
23.3% 
82.6% 
25.0% 
9.1% 
20.4% 
UC 
3.2% 
3.3% 
4.3% 
31.3% 
4.8% 
JJ 
18.2% 
1.2% 
Others 
3.2% 
12.5% 
12.5% 
4.2% 
Consumer Survey 
Table 5.5.2.3: Chi-square Tests (Buyer 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
Association 
Value 
211.607' 
168.949 
18.767 
of each brand preferring which brand) 
df 
42 
42 
1 
Asymp. Sig. (2-sided) 
0.000 
0.000 
0.000 
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It was observed that 83 percent KJ buyers preferred KJ and 68 percent of MN buyers 
preferred MN indicating a high majority of their buyers also considered them as their 
preferred brand. Brand preference is often tied more closely to the use experience and 
cannot exist without prior purchase. As such one may conclude that MN and KJ buyers 
were more satisfied with the brand experience. 
5.5.3 Perceived quality 
One of the principal positioning characteristics in case of the bakery brands of Kolkata 
was the perceived quality (Zeithaml, 1988) dimension. Based on the positioning map one 
may observe that KJ was successful in creating a perception of higher quality. The other 
brands which targeted the upper middle income group were BS, KT and UC, but 
customers could not differentiate them with respect to MN. MN enjoyed the superior 
perception of value for money as compared to other brands. Brands like JJ were also not 
so successful in creating a perception of quality. The overall quality and value for money 
perception of the brands is illustrated in the figure 5.5.3.1. 
Figure 5.5.3.1: Overall Customer Perception (Quality vs. Value for Money) 
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5.5.4 Brand Association 
Based on the word association test as mentioned in section 3.10.1, it was observed 
through qualitative interpretations that KJ and MN were the two brands which enjoy 
distinctive position (as reflected in the positioning maps) and also strong associations. 
While KJ was associated with 'luxury and exclusiveness', MN was perceived to be a 
value brand and was associated with 'quick, regular and affordable' snacks. The other 
brands were not so successful in developing a strong brand association and as such lacked 
distinctive association. BS and UC were 'me-too' (copied products) with respect to KJ, 
while SS was a 'me-too' of MN. KT which was earlier associated with celebration cakes 
lost the same with the passage of time. JJ's name in itself may be a liability being 
associated with regional sweets. The brand association as derived from the word 
association tests is illustrated in table 5.5.4.1. 
Table 5.5.4.1 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Brand Name 
KJ 
BS 
UC 
KT 
MN 
SS 
JJ 
Brand Association 
Luxury and special occasion 
Something like KJ, diffused association 
Something like KJ, diffused association 
Celebration cakes, good quality in the past 
Good, affordable snacks. Tiffin 
Snacks like MN 
History, poor quality, regional sweets 
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Chapter-VI 
Conclusion and Implications 
The study was conducted during the period 2002 to 2005 for a period of around four 
years. This chapter discusses the findings of the study, the future options of the firms 
studied, the implications and limitations of the study along with the direction for future 
research. 
6.1 The Summary of major findings 
1. Almost 40 percent of the existing bakery buyers of Kolkata did not have any brand 
preference. High percentage (35 percent) of buyers who had preference for a specific 
brand, did not buy their preferred brand. 
2. Only 24.7 percent of buyers having brand preference actually bought their preferred 
brand. This happened normally owing to lack of accessibility of their preferred shops. 
3. The mean amount of purchase in case of a favourite brand purchase was much higher 
than other types of purchases (convenience or chance). When the customer made a 
favourite brand purchase, he/she bought more than double the amount. The 
phenomenon clearly indicated the importance of being a favorite brand. 
4. The mean amount of purchase by a customer varied to a large extent when the 
purchase was for a special occasion. The mean amount of purchase in case of a 
special occasion was INR 201 as compared to INR 26 in other cases. It was observed 
that nearly 50 percent of the customers buying for a special occasion bought their 
favourite brand, further reinforcing the importance of being a favourite brand. 
5. The bakery market of Kolkata was found to be segmented based on income. 
6. It was observed that KJ was the highest priced brand targeting the high income group. 
KT, UC and BS targeted the upper middle income customers while MN, SS and J J 
targeted the middle income buyers. It was observed that the low income group did not 
normally buy such bakery items sold from bake shops. 
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7. The quality perception variables of the consumer survey data were clubbed together 
using factor analysis technique. It was found that the high income group (segment III) 
clubbed all the quality attributes in one factor (explaining 87.2 percent of variance). 
The upper middle (segment II) and the middle-income (segment I) groups produced 
two factors, one on quality attributes and other on convenience (explaining 92.7 
percent and 94.3 percent of variance respectively). 
8. For each of the segments, customer perception profile for all the brands were 
constructed by way of two dimensional positioning maps using the factor scores as 
obtained from the factor analysis. It was observed from the positioning maps that the 
customer perception of MN was similar across all income categories in terms of high 
value for money and reasonably high quality, demonstrating acceptability across all 
the segments. Opposite was the case of JJ, whose position was poor, both in terms of 
value for money and quality across all segments. In all the three positioning maps, 
UC, BS and KT appeared to cluster together, with satisfactory quality but inferior 
value for money compared to MN and KJ. However, KJ scored highest in quality 
across all segments and occupied the best possible position for the high income 
group. 
9. The alignment of the customer perceptions of the brands as reflected in the 
positioning maps with respect to the target segments were compared for all the seven 
firms. It was observed that among MN, SS and J J which were targeting the first 
segment, MN was well placed closely followed by SS. JJ could not make any mark in 
this segment, even though it targeted the same. In the second segment, both KJ and 
MN were in the superior frontier even though this segment was targeted by UC, BS 
and KT. In the third segment, KJ was the clear leader, which was its target. 
10. It may be notionally interpreted that the marketing strategy of MN was in alignment 
with the perception of its target segment customers. It was fiirther observed that MN 
could create a superior position in Segment II as well. SS was somewhat successful 
in its target segment. Interestingly, KJ, the highest priced brand, was perceived as a 
feasible brand by the customers of all the three segments. It may be concluded that 
the three firms - KJ, MN and SS were successfiil in aligning their marketing mix with 
respect to their target segment implying appropriateness of their marketing strategies. 
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11. It was observed that MN was the leader in terms of market share. SS emerged as the 
number two brand in the market in terms of market share along with KJ. Though SS 
lacked marginally both in perception of overall quality and value for money, but it 
scored highly with respect to the convenience factor in both segment I and segment 
II. Both these segments considered accessibility/convenience as an important factor 
while making a purchase decision 
12. It was observed that MN emerged as the leading brand in terms of brand awareness 
with 98.5 percent of respondents being aware of the brand. It was also interesting to 
note that even though KJ was the highest priced brand, targeting a niche, yet more 
than 60 percent of the respondents were aware of the brand. 
13. Considering all the segments together, MN was the most preferred brand with around 
36 percent of the customers preferring the brand. KJ even though targeted the high 
income group, yet more than 20 percent of customers who had brand preference 
preferred the brand. Brand preference in case of JJ was miserable being just about 1 
percent implying poor support for the brand. It further was observed that 83 percent 
KJ buyers preferred KJ and 68 percent of MN buyers preferred MN indicating a high 
incidence of buyers actually buying their preferred brand 
14. KJ was successful in creating a perception of higher quality. On the other hand MN 
was successful in offering superior value at a competitive price. The other brands 
which targeted the upper middle income group were BS, KT and UC, but customers 
could not differentiate them with respect to MN. JJ was also not at all successful in 
creating a perception of quality. 
15. KJ and MN were the two brands which enjoyed distinctive and strong associations. 
The other brands failed to create such distinctive association. 
16. It was observed that firms with appropriate marketing strategies, namely, MN, SS and 
KJ together enjoyed more than 80 percent of the market share. 
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6.2 Market Characteristics 
Based on the customer survey (section 5.2) it was observed that almost 40 percent of the 
existing buyers did not have any brand preference. This showed that there was a good 
potential for a brand to create preference amongst this group of customers. 
It was also interesting to observe that a high percentage (35 percent) of buyers who had 
preference for a specific brand, did not buy their preferred brand. Only 24.7 percent of 
them actually bought their preferred brand. This happened normally owing to lack of 
accessibility of their preferred shops. In most situations, the average purchase value was 
low as it was found that large number of customers rather preferred convenient purchase 
from near by shops where convenience overrode brand preference. 
The types of purchase of bakery products might be categorized into three distinct 
categories. 
a) Purchase from a favorite shop or brand 
b) Chance purchase, where it so happens that a potential customer passes by a bakery 
store and purchases from that store. 
c) Purchase from a shop conveniently located, that is near to home or office 
An analysis of the reason for choice of the above three categories of purchase revealed 
that only 24.7 percent of the customers purchased from their favorite shops. 57.7 percent 
of the customers bought from a shop near to home or workplace and 17.6 percent were 
chance purchases. 
The mean amount of purchase by the customers for the three categories of purchases was 
analyzed. It was found that the mean amount of purchase from a favorite shop was much 
higher than other types of purchases. It was INR 76, while the mean amount of 
convenient purchase was INR 37. In case of a chance purchase it was INR 32 only. 
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This shows that if a customer bought from a favorite shop, he/she bought more than 
double the amount. The phenomenon clearly indicated the importance of being a favorite 
brand, implying that those brands whose buyers also consider it to be a favorite brand 
might be more successful as compared to the competition. Thus being a favorite shop or 
a preferred brand might be the key to success for the business. 
From the sample survey, it was also observed that purchase of bakery products for a 
special occasion had a significant role. The consumers of Kolkata have adopted western 
culture of celebrating special occasions like birthdays, armiversaries etc. with celebration 
cakes, which have been found to have a significant market. 
Thus the bakery buyers may be classified into two categories based on the purpose for 
which they buy. 
a) Normal purchase - for day to day consumption 
b) Special Occasion purchases - like birthdays, anniversaries, parties, gifts for various 
celebrations and events etc. 
The amount of purchase varied to a large extent on the purpose of purchase as mentioned 
above. While the mean amount of purchase in case of a special occasion was INR 201, 
the mean amount of purchase in case of a normal purchase was only INR 26, clearly 
indicating that a brand or shop which got more customers for such special occasion 
purchases would generate more business. 
It was further observed that nearly 50 percent of the customers buying for a special 
occasion preferred to buy from a favorite shop, while this proportion was around 22 
percent when it was a non-special occasion purchase. This implied while majority of 
customers preferred convenience for a normal purchase it was the other way round for 
special occasion purchases, further reinforcing the importance of being a favorite brand. 
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6.3 Target segment of the firms 
In order to understand the target segments of the firms under the scope of the study, the 
basis of segmentation of the bakery market of Kolkata was investigated (section 5.3). 
The Kolkata market was assumed to be homogenous in terms of geographic and socio-
cultural characteristics. Hence, geographic and psychographic factors were not 
considered while investigating the bases for segmentation. 
The bakery market of Kolkata was investigated for four basic demographic factors: age, 
gender, education and income by measuring the dependency of each of the independent 
factors on brand patronage through chi-square tests. 
Very low P-value of 2-tail Chi-square at 0.046 in case of income clearly indicated that 
even at 5 percent level of significance, the market may be segmented based on income of 
the customers. 
Since the market in this case was segmented based on income, further investigations were 
carried out to understand whether the different brands in the market charged different 
prices for similar items to create differentiation in terms of perceived quality as compared 
to the competition. The pricing structure of different brands was taken as an indicator of 
the segments targeted by each of these brands. Based on the prices of the commonly sold 
items, an approximate index (table 5.3.4.4) was composed for each of the brands. It was 
observed that KJ was the highest priced brand, might be targeting the high income group. 
KT, UC and BS targeted the upper middle income customers while MN, SS and JJ 
targeted the middle income buyers. 
Since, target segment of the firms, as observed from the price index, was three distinct 
target segments, further investigations were carried out on the income data. Very low P-
value of Chi-square at 0.006 in case of income (divided into three different categories) 
clearly indicated that even at less than 1 percent level of significance, the market may be 
segmented into three income groups (table 5.3.4.5) - middle (segment I), upper-middle 
(segment II) and high (segment III). 
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6.4 Customer perception 
The consumer survey data provided a fair amount of information on consumer 
perceptions of the brands. The data set was tested for reliability (table 5.4.1) and was 
found to be satisfactory. The quality perception variables were clubbed together using 
factor analysis technique (tables 5.4.2.1 to 5.4.2.6). It was foimd that segment III clubbed 
all the quality attributes in one factor (explaining 87.2 percent of variance). Segments I 
and II produced two factors, one on quality attributes and other on convenience 
(explaining 92.7 percent and 94.3 percent of variance respectively). However, only the 
quality factors for segments I and II could explain 73.2 and 70.2 percents respectively. 
The overall quality perceived was plotted against the value for money for all brands on a 
scatter plot, which created a positioning map. Three such positioning maps were obtained 
for the three different segments, based on income groups as mentioned earlier (Figures 
5.4.3.1,5.4.3.2,5.4.3.3). 
It was observed that the perception of MN was similar across all income categories 
demonstrating high value for money and reasonably high quality. Opposite was the case 
of JJ, whose position was poor, both in terms of value for money and quality. In all the 
three figures, UC, BS and KT appeared to cluster together. KJ scored highest in quality 
across all segments. 
In the first segment (figure 5.4.3.1), SS was near to MN, though in a relatively inferior 
position. The cluster comprising of UC, BS and KT was found to be of similar quality as 
that of MN. But they scored very poorly, with respect to value for money. In the second 
segment (figure 5.4.3.2), the gap between MN and SS got widened as performance of SS 
was much poor with respect to value for money. In the third segment (figure 5.4.3.3), it 
was interesting to note that KJ was occupying the best possible position. UC and BS 
scored over MN, in terms of quality and narrowed the gap with respect to value for 
money. However, KT scored poorly, both in terms of quality and value for money. 
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compared to MN. The gap between SS and MN further widened owing to its poor 
performance on both quality and value for money. 
6.5 Positioning of the firms with respect to the target segment 
The alignment of the customer perceptions as reflected in the positioning maps with 
respect to the target segments were compared for all the seven firms. It was observed that 
MN, SS and JJ were targeting the first segment. MN was well placed in the same 
segment, closely followed by SS. JJ could not make any mark in this segment, even 
though it targeted the same. In the second segment, both KJ and MN were in the superior 
frontier even though this segment was targeted by UC, BS and KT. In the third segment, 
KJ was the clear leader, which was its target. 
It may be interpreted that the marketing strategy of MN was in alignment with the 
perception of its target segment customers. SS was somewhat successful in this direction. 
Interestingly, KJ, the highest priced brand, was perceived as a feasible brand by the 
customers of all the three segments. May be, KJ could create an image of an aspiration 
brand for special occasion (birthday, anniversary, etc.) purchases in the segments I and II. 
It may be concluded that the three firms - KJ, MN and SS were successful in aligning 
their marketing mix with respect to their target segment implying appropriateness of their 
marketing strategies. 
6.6 Impact of Appropriateness on Firm Performance 
An assessment of the performance of the firms were undertaken by evaluating its 
marketing assets like customer based brand equity and market position like market share, 
sales growth etc. 
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6.6.1 Customer based brand equity of the firms 
The customer based brand equity of the firm's brands were studied using parameters like 
brand awareness, brand loyalty, perceived quality and brand association (section 5.5). 
The important conclusions drawn from the study with respect to the above parameters are 
listed below. 
6.6.1.1 Brand awareness 
It was observed that MN emerged as the leading brand in terms of brand awareness with 
98.5 percent of respondents being aware of the brand. It was also interesting to note that 
even though KJ was the highest priced brand, yet more than 60 percent of the respondents 
were aware of the brand. 
6.6.1.2 Brand loyalty and brand preference 
It may be noted that MN was the most preferred brand. KJ even though was targeting the 
high income group, yet more than 20 percent of customers who had brand preference 
preferred the brand. Brand preference in case of JJ was miserable being just about 1 
percent implying poor support for the brand. 
It was observed that 83 percent KJ buyers preferred KJ and 68 percent of MN buyers 
preferred MN indicating a high incidence of buyers actually buying their preferred brand. 
Brand preference is often tied more closely to the use experience and cannot exist without 
prior purchase. As such one may conclude that MN and KJ buyers were more satisfied 
with the brand experience. 
6.6.1.3 Perceived quality 
One of the principal positioning characteristics in case of the bakery brands of Kolkata 
was the perceived quality (Zeithaml, 1988) dimension. Based on the positioning map, it 
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was observed that KJ was successful in creating a perception of higher quaUty. The 
perceived quality advantage also provided it with the option of charging a premium price. 
On the other hand MN was successful in offering superior value at a competitive price, 
resulting in larger customer base and higher brand preference. The other brands which 
targeted the upper middle income group were BS, KT and UC, but customers could not 
differentiate them with respect to MN. Brands like JJ were not successful in creating a 
perception of quality. 
Customer perception needs to be created or changed by way of either adjusting the price 
levels, or by improving the presentability or facilities like shop decor and ambience. The 
other ways of communicating the quality message also need to be explored. 
6.6.1.4 Brand Association 
KJ and MN were the two brands which enjoyed distinctive and strong associations. KJ 
was associated with 'luxury and exclusiveness', MN was perceived to be a value brand 
and was associated with 'quick, regular and affordable' snacks. The other brands were 
not so successful in developing a strong brand association and as such lacked distinctive 
association. BS and UC were 'me-too' with respect to KJ, while SS was a 'me-too' of 
MN. KT which was earlier associated with celebration cakes lost the same with the 
passage of time. JJ's name in itself may be a liability being associated with regional 
sweets. 
6.6.2 Market position of the firms 
The market positions of the firms were studied in terms of sales growth and market share. 
A longitudinal study of such market positions was conducted (table 6.6.2.1). It was 
observed that firms with appropriate marketing strategies, namely, MN, SS and KJ 
together enjoyed more than 80 percent of the market share. All the three firms achieved 
significant growth in sales during the last ten years. On the contrary, brands like JJ, KT 
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and UC could not achieve any sales growth during the period. For BS, the same was 
insignificant. 
Table 6.6.2.1: Performance of firms 
^^~ -^^ _,^ ^^ Firm Name 
Parameter "^~~~~~-~-^ .^^ ^^  
Growth in number of shops 
in the city ('95-'04) 
Sales growth (%) from shops 
in the city C95-'04) 
Growth (%) in average sales 
per outlet ('95-'04) 
Market share (%) in 2005 
JJ 
(-6) 
(-60) 
(-58) 
3.6 
MN 
69 
2400 
220 
44.6 
SS 
54 
1900 
30 
17.9 
KT 
29 
0 
(-52) 
7.4 
UC 
9 
(-10) 
(-84) 
5.4 
KJ 
2 
100 
(-34) 
17.9 
BS 
7 
10 
(-86) 
3.3 
Developed from Internal Reports, Shop Interviews, Management Interviews 
6.7 Effectiveness of the Mariieting Mix of the Firms 
As mentioned earlier (section 3.9), an attempt was made to explore the possible impact of 
the existing marketing mix on the performance of the firms: 
6.7.1 Products 
An examination of the products of the brands revealed that only MN and KJ were able to 
convey unique meaning and direction for their brands. KJ products were synonymous 
with exquisite craftsmanship, taste and innovation. They were baked fresh and offered a 
wide range. MN on the other hand was associated with affordable snacks for regular 
consumption. Problem arises when brands overlap too much, preventing the other from 
asserting its identity (Kapferer, 2003) whichjwas the case with the other brands. 
KT's success in early 90s was owing to its distinct association with celebration cakes and 
product innovations. However, with the passage of time it failed to restore consistency 
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and moved into the popular snacks for regular consumptions by arbitrarily expanding the 
retail network thus creating confusion in the minds of the customers. The other brands 
like BS and UC could not come up with any signature product which could differentiate 
them. Most of their products were just imitations of KJ. 
SS products were 'me-too' of MN but benefited from the accessibility factor as 
mentioned earlier in locations where MN was absent. JJ products were commonly 
available ones and hence it failed to create a mark for itself. 
6.7.2 Line and brand extension strategies 
It was observed that MN extended its product range to packed cakes by way of line 
extension. On the contrary both KT and J J went for brand extensions. KT ventured into 
ice creams and JJ extended to ice cream, aerated water and even packed noodles. 
It may be noted that line extension involves the exploitation of a successful concept by 
extending it but by staying very close to the initial product. The extension of the line may 
only involve marginal costs linked to retailer's discount, packaging etc. It normally does 
not need advertising. It should be compared to marginal number of consumers that could 
be won. It also reinforces the selling power of the brand and creates a strong brand 
image. The launch costs are also much lower (Kapferer, 2003). However, line extension 
involves risks if not planned in a proper way. Wrong extension to the consumers may 
lead to the brand name losing its specific meaning (McMath, 1995) (Quelch, 1994) 
(Hardle, 1994). Ries and Trout (1981) explained this phenomenon as 'line-extension 
trap'. 
Extension is only possible if there is a distinctive brand association and the extensions fit 
with the association in a positive way. The success of MN range of packed cakes may be 
termed as a successful line extension. The launch and advertisement costs of MN were 
minimal. It could effectively leverage its brand image created through its franchised 
shops over the period of time. The marketing competence developed over a period of 
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time also plays an important role in the success of a line extension (Reddy, 1994) (Cohen, 
1997)(Padmanabhan, 1997). 
On the contrary both KT and JJ went in for brand extensions. KT ventured into ice 
creams and JJ extended its brand to ice cream, soda, and now noodles. 
Brand extensions are associated with certain risks. On a psychological level, brand 
extension assumes three hypotheses: first, that the positive associations linked with the 
brand will be transferred to the new product; secondly, that negative associations will not 
be transferred; third, that a positive trait of the brand will not become negative when 
associated with the new product (Kapferer, 2003). 
If an extension is brought about by economic reasons, communication/advertising costs 
cannot be supported. An analysis carried out by Nielsen under the supervision of 
Peckham (1981) illustrated the dangers of under investment in communication for a 
brand extension. As such, it appears that JJ's recent extension into noodles further 
strained its already scarce resources. Its focus on its bakery range has further diminished 
and it may not have enough funds to promote its range of noodles either. 
It was almost a similar situation with KT way back in 1995, when it launched its ice 
creams which have been eventually withdrawn. It could not effectively invest in its new 
extension and at the same time it could not expand its bakery business owing to fund 
crunch. This left space for the competition to grow, which was capitalized by MN. For 
small businesses, with limited access to fund, one needs to be much more prudent in 
deciding on such brand extensions since, if the new product fails, it may hurt the sales of 
the existing product (Loken, 1993) (John, 1998) (Broniarcyzk, 1994). 
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6.7.3 Pricing Strategies 
The main reason for discrepancy between price and value is caused by firms who neglect 
to work on maintaining the perceived differences and raise selling prices. Unconditional 
brand loyalty does not exist (Kapferer, 2003). If the price difference no longer 
corresponds to a perceived difference in quality: the brand is no longer in equilibrium. 
The so-called 'trammel-hook-analysis' (Degon, 1994) demonstrated empirically that the 
brands which are successful are most of the time those that had the lowest price within 
their own segment, which explains the success of MN. It has also become the reference 
for other brands in the market. 
The decline of KT, where the customers perceived it to be of poor value for money as 
compared to MN may be attributed to the above phenomenon. Similar was the case of 
UC and BS where the value for money was perceived to be low by the customers of 
segment - II, which was its target. The perceived quality of MN was similar to that of 
UC and BS, even though it was a lower priced brand. A brand needs to remain within the 
mainstream price prevailing in the market and needs to stay within the core of the market 
if it wants to continue (Kapferer, 2003). KT, UC and BS need to seriously look at its 
pricing strategy for its future growth and success. So is the case of SS whose perception 
of both quality and value for money is poor as compared to MN. 
KJ's success in-spite of being the highest priced brand in the Kolkata market may be 
attributed to the fact that it could successfully position itself more like a 'luxury' brand 
(Kapferer, 2003). KJ till date has been able to justify the price premium by way of its 
superior craftsmanship, innovative products and services. 
6.7.4 Distribution Strategies 
Effective management of distribution network was one of the key factors for the success 
of a bakery firms as its products were perishable in nature. The distribution network 
needs to achieve the twin objectives of (a) serving fresh products to customers (b) 
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maintaining availability of products at the retail point. Management of unsold items also 
holds the key. One needs to minimize returns and at the same time prevent stock outs. 
The other important aspect for a successful distribution strategy was to ensure 
profitability of the trade - distributors, retailers etc. Since all the brands in the scope of 
the study were small businesses, their budget for mass media advertisement was limited. 
As an alternative, the retail shops through their decor, ambience, signage, POP etc. 
played an important role in the promotion of the brand. 
It was observed that SS emerged as the number two brand in the market in terms of 
market share along with KJ, though it lacked marginally both in perception of overall 
quality and value for money, but scored highly in the convenience factor (figure 5.4.3.4 
and 5.4.3.5) as both segment I and segment II considered accessibility/convenience as an 
important factor while making a purchase decision. 
It was observed that MN did not have any owned shop and all their shops were 
franchised. KJ presently sells only through its own shops and from the supermarkets. 
The other brands distribute their products from both owned shops and franchised shops 
which are termed as the 'plural form' where maintaining uniformity is a challenge 
(Bradach, 1998). It was observed that the shops within the chain varied in terms of 
uniformity to a large extent in case of JJ, BS, UC and KT. The issue of monitoring 
franchisee conformity to standards was identified as a major challenge by Floyd and 
Fenwick (1999). Luangsuvimol and Kleiner (2004) identified two key aspects of 
franchise management and stated managing day-to-day franchise operations successfully 
are one of the key challenges. For firms opting for the franchise route for expansion, like 
KT, BS, UC and JJ, effective franchisee management may be essential for future growth 
and success. 
6.7.5 Promotion Strategies 
All the brands in the scope of this study were small or tiny enterprises having fund 
constraints and could not afford much of mass media advertisement. The shops, whether 
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owned or franchisee!, were the best option for advertisements. Since majority of the shops 
in the chain were franchised, the brand which could effectively manage its franchisees 
was also the one which could create a strong brand association. 
The success of NfN may be attributed to its effective utilization of the franchised shops as 
the media for promotion. It effectively used the frontage of the store by installing 
prominent signage. It also used POP materials like posters which were hung inside the 
franchised shops. The other brands like SS also replicated the MN model and have 
achieved some degree of success in recent years. JJ shops suffered from lack of 
uniformity and standardization. None of the JJ shops were air conditioned, which has 
become a de-facto standard for bakery shops in Kolkata. All these might be attributed to 
its lack of franchisee management skills, which resulted in poor perceived quality of its 
brand. 
However for a 'luxury' brand like KJ it is important that it must be a dream for many but 
consumed only by the happy few. The awareness of a 'luxury' brand like KJ must be 
superior to its penetration (Kapferer, 2003). KJ periodically advertised in select English 
newspapers and magazines. It also utilized the shop decor and ambience as well as 
special promotions during festive occasions to create an image for itself KJ could 
effectively build an aura around its brand by making its shop a destination store and by 
creating an exclusive image. The other brands namely BS, UC and KT were not so 
successful in achieving the promotion benefits for their respective brands. This was due 
to ineffective franchisee management by the respective firms. On top of this, unplarmed 
growth by increasing the number of shops by both BS and KT further deteriorated the 
situation. 
6.8 Options for the future 
As may be observed from the above findings, in a competitive environment, the firms 
need to continuously monitor their brand perception relative to competitors and also with 
respect to their targeted positioning. 
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A brand like KJ probably needs to protect and further strengthen its image of an 
exclusive luxury brand. As such the outcome of its recent move to make its products 
available in supermarkets like C3 remains to be seen. 
Brands like UC and BS who could not create a distinctive positioning for themselves as a 
premium brand, being 'me-too' of KJ and lacked association, are gradually being 
relegated to being suppliers to hotels, clubs and organized retailers who are selling them 
using their own private label. For example, UC products are being sold from 'Cafe 
Bollywood', the snack parlor of Pantaloons. 
On the contrary a brand like MN which is successful and associated with popular variety 
of quick regular and affordable snacks need to continuously benchmark itself with the 
global standards to stay ahead in a competitive environment - especially in the face of 
global competition. In the developed countries, growth of plant bakeries led to the 
decline of many small operations in the 1950s and 1960s. Similarly, adoption of in-store 
bakeries by supermarkets led to their expansion in the 1980s and 1990s which had an 
effect on both craft bakeries as well as plant bakeries (Barker, 2001). MN may need to 
go for technological up-gradation like 'store baked' process using frozen dough. They 
may need to upgrade their stores as in-store bakeries to preempt the competition. 
'Produce and have' outlets may become the new norm in the Indian urban markets - a gap 
large organized players may like to capitalize on. This is particularly relevant in markets 
like Kolkata where 40 percent of buyers do not have any brand preference. One may 
compare the situation with that of early 1990s when JJ was the market leader and then 
gradually lost its leadership with the arrival of competitors like MN (Sarkar, 1993). Shop 
infrastructure like air-conditioning, re-heating of snacks using microwave oven became 
the minimum acceptable standard. Today an erstwhile leader like JJ is being gradually 
pushed out of Kolkata market. The detail findings with respect to the marketing 
characteristics of the firm studied and their future options are given in table 6.8.1. 
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6.9 Managerial Implications 
It was observed that the firms like MN, KJ and SS who could align its market offerings 
with respect to the target segment achieved higher performance establishing the need for 
appropriate marketing strategies. 
The approach, which was used to study the marketing strategies of small firms, was 
simple and easy to comprehend. The only two input components required to interpret the 
appropriateness of marketing strategies were the firm's target market and a corresponding 
survey to understand customer perceptions. The interpretation of appropriateness, which 
is reactive in nature, is important, particularly for small firms where marketing is mostly 
informal, unplanned, relies on intuition and differs from that of large companies. This is 
particularly relevant for small firms in the developing countries as they are not customer 
driven, like those in the developed countries. 
Even a successfial small firm of today is vulnerable in the face of organized competition. 
Small firms in the developing countries like India, which have traditionally enjoyed 
protection by the government, need to re-orient themselves and periodically assess the 
effectiveness of their marketing strategies and react accordingly for long term 
sustainability in the present liberalized environment. The survival and sustainability of 
these small producers might be the key to the economic growth and prosperity of the 
country, as is the case with the bakery chains of Kolkata, all of which are small 
businesses. 
6.10 Limitations 
The following may be considered as the limitations of the study: 
1. The study is limited to the tiny and small scale bakery firms within the 
geographical location of the city of Kolkata. 
2. The study is limited to the bakery industry only. 
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3. The marketing mix elements were composed through qualitative observations and 
interviews only. 
4. For the customer survey, the telephone directory of Kolkata was taken as the 
sample frame. Also, those customers who did not agree for the interview might 
show different characteristics. 
5. Personal recall may be a possible limitation during the customer survey as 
respondents may not accurately remember their last purchase. 
6.11 Research direction 
From a methodological standpoint, it may be worth mentioning that the study has been 
carried out in both qualitative and quantitative manner. The marketing mix elements were 
composed through qualitative observations and interviews only. This may further be 
refined in future. Further research may be undertaken to investigate the issues involved in 
managing chain operations, specially franchised chains as most small scale firms do not 
have the resources to fund their expansion through own shops. MN in Kolkata is a very 
good example of a small scale firm creating a successful brand over a period of time. 
One may investigate similar successful branding by small firms, which may be of special 
relevance to the small scale sector in India. Further research may also be undertaken to 
study the marketing strategies of other small firms in other sectors and also in other 
countries. 
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Annexure -1 
SI. No. Questionnaire for Customer Survey 
Part -A (General Questions) 
1. During purchase of such bakery items do you have a preference for any particular brand? 
No Yes 
2. If Yes, name it 
3. Name of the shop where you made your last purchase 
4. Reason for buying from the shop, where you made your last purchase 
This is your favorite shop Near to home/workplace 
5. Did you buy for any special occasion? 
I Yes 
Just by chance 
No 
6. Your amount of purchase 
Rs 
Part -B (About the brands) 
7. How important do you think the following parameters are in choosing a particular brand / 
retail outlet? 
Factors 
Convenient location 
Shop Decor & Ambience 
Service 
Food Quality / Taste 
Availability of a wide 
variety 
Brand Name / reputation 
Freshness 
Portion Size 
Very 
Important 
Somewhat 
Important 
Moderately 
Important 
Not so 
Important 
Not at all 
Important 
Value for money 
8. Tick the brands you are aware of/ an user of: 
1 
2 
3 
4 
Monginis 
Sugar & Spice 
Kathleen 
Bakers Square 
5 
6 
7 
8 
Kookie Jar 
Upper Crust 
Jalajoga 
Others 
If A = very good, B = good, C = neither good nor bad, D = bad, E = very bad 
Then how would you rate the brands you have experienced: 
Factors 
Convenient 
location 
Shop Decor & 
Ambience 
Service 
Food Quality / 
Taste 
Availability of a 
wide variety 
Brand Name / 
reputation 
Freshness 
Portion Size 
Monginis Sugar 
& Spice 
Kathleens Bakers 
Square 
Kookie 
Jar 
Upper 
Crust 
Jalajog Others 
Value for money 
Part - C (Personal Details) 
10. What is your age (in years)? 
<10 10-20 20-30 30-40 40-60 >60 
[. What is your level of education? 
Primary School (till class V) 
Higher Secondary Graduate 
Senior School (class VI - X) 
Post Graduate 
12. What is the average monthly income of your family (in Rs.)? 
I I < 8000 r n 8000 - 16000 F l l 6000 - 24000 
I [32000-40000 I |>40000 
13. Gender 
I I Male O Female 
24000 - 32000 
Part - D 
14. Please make a sentence on whatever comes to your mind when you think about the brands you 
are aware of: 
a) Monginis:. 
b) Sugar & Spice: 
c) Kathleen: 
d) Bakers Square: 
e) Kookie Jar: 
f) Upper Crust: 
g) Jalajoga: 
Name of Customer: 
Phone No.: 
Annexure - II 
SI. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
Estimate of 
Brand 
Anchor 
Asian 
Bake club 
Bake Master 
.Baker Fresh 
Bapuji 
Barrons 
Barua's 
Bloomer 
Bread Man 
Britania 
.Brown 
Butter Loaf 
Champion 
Circus 
Classic 
Cream Loaf cream 
taste 
Daily Gold 
Eagle Loaf 
East India 
EIC 
Every Morning 
Expo superloaf 
Favourite 
Ferinni 
First Food 
Flora 
Flurys 
Fresh Bee 
Fresh one 
Golden Bite 
Golden Harvest 
Good Morning 
Great Eastern 
Home bread 
Jee Bees 
Jemini 
Kalimpong 
Kisan 
Market Share of Brands in Kolkata for Packed Breads 
No. of shops storing 
the brand 
29 
2 
1 
3 
17 
9 
45 
4 
2 
5 
6 
2 
3 
7 
1 
3 
3 
3 
3 
2 
1 
4 
2 
1 
23 
1 
3 
1 
1 
1 
4 
5 
10 
1 
1 
2 
5 
1 
1 
Mkt. Penetration (%) 
13.74407583 
0.947867299 
0.473933649 
1.421800948 
8.056872038 
4.265402844 
21.32701422 
1.895734597 
0.947867299 
2.369668246 
2.843601896 
0.947867299 
1.421800948 
3.317535545 
0.473933649 
1.421800948 
1.421800948 
1.421800948 
1.421800948 
0.947867299 
0.473933649 
1.895734597 
0.947867299 
0.473933649 
10.90047393 
0.473933649 
1.421800948 
0.473933649 
0.473933649 
0.473933649 
1.895734597 
2.369668246 
4.739336493 
0.473933649 
0.473933649 
0.947867299 
2.369668246 
0.473933649 
0.473933649 
Total no. of units 
stocked in the shops 
223 
9 
5 
21 
154 
85 
418 
58 
15 
58 
26 
10 
15 
41 
6 
23 
15 
17 
15 
7 
5 
40 
15 
5 
111 
5 
13 
3 
5 
10 
20 
23 
109 
2 
65 
5 
41 
5 
4 
Mkt. share 
(%) 
3.836889195 
0.15485203 
0.086028906 
0.361321404 
2.649690296 
1.462491397 
7.192016518 
0.997935306 
0.258086717 
0.997935306 
0.44735031 
0.172057811 
0.258086717 
0.705437027 
0.103234687 
0.395732966 
0.258086717 
0.292498279 
0.258086717 
0.120440468 
0.086028906 
0.688231246 
0.258086717 
0.086028906 
1.909841707 
0.086028906 
0.223675155 
0.051617343 
0.086028906 
0.172057811 
0.344115623 
0.395732966 
1.875430145 
0.034411562 
1.118375774 
0.086028906 
0.705437027 
0.086028906 
0.068823125 
SI. 
No. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
51. 
52. 
53. 
54. 
55. 
56. 
57. 
58. 
59. 
60. 
61. 
62. 
63. 
64. 
65. 
66. 
67. 
68. 
69. 
70. 
71. 
72. 
73. 
74. 
75. 
Brand 
Krishna Bakery 
Laurels 
Lila 
Loaf 
Lords 
Lovely 
Madona 
Maza 
Md.Gulab&Gulam 
Mery Gold 
Metro 
Mico 
Milko 
Modem 
Mohini 
Mohins 
Monginis 
Moriesh 
Morning &Evening 
Mother 
New Phillips 
Paradise 
Philips 
Popular 
Prince 
Protino 
Puja 
Ramkrishna 
South Calcutta 
Spencers 
Sugar & Spice 
Sun 
Swiss 
Swiss Butter 
Vinayak 
White Gold 
TOTAL 
Total shops 
surveyed 
No. of shops storing 
the brand 
3 
72 
2 
2 
11 
1 
2 
12 
1 
2 
5 
8 
2 
149 
29 
1 
5 
1 
3 
40 
I 
4 
5 
2 
19 
1 
1 
17 
1 
1 
16 
7 
2 
1 
1 
1 
211 
Mkt. Penetration (%) 
1.421800948 
34.12322275 
0.947867299 
0.947867299 
5.213270142 
0.473933649 
0.947867299 
5.687203791 
0.473933649 
0.947867299 
2.369668246 
3.791469194 
0.947867299 
70.61611374 
13.74407583 
0.473933649 
2.369668246 
0.473933649 
1.421800948 
18.95734597 
0.473933649 
1.895734597 
2.369668246 
0.947867299 
9.004739336 
0.473933649 
0.473933649 
8.056872038 
0.473933649 
0.473933649 
7.582938389 
3.317535545 
0.947867299 
0.473933649 
0.473933649 
0.473933649 
Total no. of units 
stocked in the shops 
24 
521 
18 
6 
76 
5 
6 
85 
7 
10 
74 
46 
70 
1739 
362 
4 
28 
7 
17 
445 
5 
24 
24 
25 
146 
5 
3 
128 
5 
4 
115 
42 
7 
4 
3 
10 
5812 
Mkt. share 
(%) 
0.412938747 
8.964211975 
0.309704061 
0.103234687 
1.307639367 
0.086028906 
0.103234687 
1.462491397 
0.120440468 
0.172057811 
1.273227805 
0.791465933 
1.20440468 
29.92085341 
6.228492774 
0.068823125 
0.481761872 
0.120440468 
0.292498279 
7.656572608 
0.086028906 
0.412938747 
0.412938747 
0.430144529 
2.512044047 
0.086028906 
0.051617343 
2.202339986 
0.086028906 
0.068823125 
1.978664831 
0.722642808 
0.120440468 
0.068823125 
0.051617343 
0.172057811 
Annexure - III 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
n 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
Estimate of Market Share of Brands in Kolka 
Brand 
Anmol 
Bakeman 
Bakery 
Bhagwati 
Bharat 
Biskfarm 
Britannia 
Calcutta biscuits 
Calcutta Nasta 
Complan 
Cookies 
Cream treat 
Crown 
Dukes 
Glaxo smlb 
Heinz 
Horlicks 
J ay a 
Karachi's bakery 
Laki 
Lily 
McBikis 
Merry 
Metro food prods. 
Monark 
Moreish 
Nariyel crunch 
Nashta 
National 
Parle 
Priya 
Raja 
Snax 
Sobisco 
Sunfeast 
Surya 
Swad 
Tiffany 
Treff 
Umang 
Unbranded 
Yummi 
Total shops surveyed 
No. of shops 
storing the 
brand) 
47 
7 
1 
6 
6 
77 
192 
13 
6 
10 
4 
1 
8 
4 
3 
1 
41 
19 
1 
1 
2 
1 
2 
1 
8 
2 
1 
2 
1 
128 
166 
15 
1 
33 
55 
2 
3 
1 
1 
1 
2 
1 
211 
Mkt. 
penetration 
(%) 
22.27488152 
3.317535545 
0.473933649 
2.843601896 
2.843601896 
36.492891 
90.99526066 
6.161137441 
2.843601896 
4.739336493 
1.895734597 
0.473933649 
3.791469194 
1.895734597 
1.421800948 
0.473933649 
19.43127962 
9.004739336 
0.473933649 
0.473933649 
0.947867299 
0.473933649 
0.947867299 
0.473933649 
3.791469194 
0.947867299 
0.473933649 
0.947867299 
0.473933649 
60.66350711 
78.67298578 
7.109004739 
0.473933649 
15.63981043 
26.06635071 
0.947867299 
1.421800948 
0.473933649 
0.473933649 
0.473933649 
0.947867299 
0.473933649 
ta for Packed Biscuits 
Total no. of 
units stocked 
in the shops 
807 
255 
12 
59 
70 
2306 
7426 
361 
81 
125 
260 
25 
74 
50 
28 
2 
760 
552 
15 
2 
25 
5 
100 
15 
126 
18 
10 
8 
10 
3762 
4754 
197 
15 
397 
675 
4 
35 
53 
10 
4 
15 
35 
23543 
Mkt. Share (%) 
3.427770463 
1.083124496 
0.050970564 
0.250605275 
0.297328293 
9.794843478 
31.54228433 
1.533364482 
0.34405131 
0.53094338 
1.104362231 
0.106188676 
0.314318481 
0.212377352 
0.118931317 
0.008495094 
3.228135752 
2.344645967 
0.063713206 
0.008495094 
0.106188676 
0.021237735 
0.424754704 
0.063713206 
0.535190927 
0.076455847 
0.04247547 
0.033980376 
0.04247547 
15.97927197 
20.19283864 
0.836766767 
0.063713206 
1.686276176 
2.867094253 
0.016990188 
0.148664146 
0.225119993 
0.04247547 
0.016990188 
0.063713206 
0.148664146 
Annexure-IV 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
II 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
Estimate of Market Share o 
Brand 
Anchor 
Arya 
Bakemann 
Bapuji 
Barons 
Barua's 
Britannia 
Circus 
Farinni 
Flora 
HLL 
Jalajog 
Keyk's 
Khereni 
Kup n Kup 
Lilds 
Modem 
Monginis 
Oskar 
Philips 
Phimi 
Ramkrishna 
Savoy 
Sugar & Spice 
Swapan 
Tarinis 
Tea Time 
Tiffin 
Western 
Total shops 
surveyed 
No. of shops 
storing the brand 
3 
4 
3 
39 
5 
3 
135 
2 
73 
6 
3 
48 
3 
2 
13 
3 
10 
122 
3 
11 
3 
2 
1 
57 
2 
3 
5 
2 
1 
211 
'Brands in Kolkata for Packed Cakes 
Mkt. penetration' 
(%) 
1.421800948 
1.895734597 
1.421800948 
18.48341232 
2.369668246 
1.421800948 
63.98104265 
0.947867299 
34.5971564 
2.843601896 
1.421800948 
22.74881517 
1.421800948 
0.947867299 
6.161137441 
1.421800948 
4.739336493 
57.81990521 
1.421800948 
5.213270142 
1.421800948 
0.947867299 
0.473933649 
27.01421801 
0.947867299 
1.421800948 
2.369668246 
0.947867299 
0.473933649 
Total no. of units 
stocked in the 
shops 
17 
29 
19 
192 
36 
13 
1407 
23 
498 
51 
14 
648 
9 
22 
5 
7 
38 
2565 
25 
107 
14 
5 
5 
654 
23 
9 
26 
35 
8 
6504 
Mkt. shr(%) 
0.261377614 
0.445879459 
0.292127921 
2.95202952 
0.553505535 
0.199876999 
21.63284133 
0.353628536 
7.656826568 
0.784132841 
0.215252153 
9.963099631 
0.138376384 
0.338253383 
0.076875769 
0.107626076 
0.584255843 
39.43726937 
0.384378844 
1.645141451 
0.215252153 
0.076875769 
0.076875769 
10.05535055 
0.353628536 
0.138376384 
0.399753998 
0.538130381 
0.12300123 
Annexure - V 
Price List of Jalajoga Products 
Price List (Savories): 
Particulars 
Egg Patties 
M.Patties 
Veg.Patties 
Chic. Patties 
Chic Roll 
Chic. Manchurian 
Paneer Patties 
Fish Patties 
Mushroom Patties 
Chicken biriyani 
Masala chow 
Chic. Pizza (B) 
Chic. Pizza (S) 
Unit Price (INR) 
7.00 
9.00 
7.00 
9.00 
10.00 
9.00 
8.00 
8.00 
6.00 
35.00 
8.00 
60.00 
10.00 
Particulars 
Veg Burger (B) 
Veg. Burger(s) 
Hot Dog 
Chic. Memo 
Veg. Pizza(B) 
Veg Pizza(S) 
Chic.cr.sal.sandwich 
Chicken cheese Roll 
Cheese patties 
Chicken Netcom 
Veg Half Moon 
Chicken Envelop 
Chicken &egg puff 
Unit Price (INR) 
15.00 
10.00 
12.00 
5.00 
25.00 
10.00 
10.00 
10.00 
6.00 
9.00 
8.00 
11.00 
11.00 
Price List (Pastries): 
Particulars 
Chocolate Fancy 
Biscuit Pastry 
S.roU/j.roU/c.j.roll 
New pastry 
Asstd.pastry 
Ram ball 
Jumbo fancy 
Cosmos 
Spl.fancy 
Spl.n.pastry 
Spl. Ram ball 
Eclair 
Mukrumi 
Big dust/ Big boss 
Cr.Puff 
Cr.RoU 
Cherry/pan/milky cake 
F.cake 400g 
B cake 400g 
B fruit 400g 
Unit Price (INR) 
6.00 
6.00 
6.00 
5.00 
5.00 
5.00 
5.00 
5.00 
7.00 
7.00 
7.00 
7.00 
9.00 
9.00 
7.00 
6.00 
3.50 
55.00 
50.00 
65.00 
Particulars 
Birthday cake 
Birthday plain 
Birrthday cho./pan 
Birthday deco(Ord) 
Birthday spl.deco 
Cho. Slice/fruit cake 
Party time 30g 
Twin taste cake 
Walnut/S.Delight 
Big delight 
W.valley/M.puff 
Fruit lOOg 
Morning time 55g 
Dew Point 
Lozenge 
Chatney loz.(per kg) 
Ch.chow lOOg 
Sultana 400g 
Cho.Fruit 400g 
Wine fruit 400g 
Unit Price (INR) 
50.00 
75.00 
65.00 
100.00 
125.00 
20.00 
3.00 
3.50 
6.00 
11.00 
7.00 
10.00 
5.00 
4.00 
0.50 
65.00 
6.00 
85.00 
85.00 
85.00 
Annexure- VI 
List of distributors and franchisees of IJalajoga 
A category: 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
Name of the store 
Lakshinarayan 
Company owned 
Company owned 
Aparajita 
Roy Enterprise 
Amar 
K.P.Naskar 
Puspa 
Distributor: S.P. Agency 
SI. No. 
1. 
2. 
3. 
4. 
Name of the store 
Riya 
Pooja 
Atish food 
I la Agency 
B Category: 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
Name of the store 
Goldstar 
Arati 
P.K.Paul 
Priyantika 
Annapurna 
Tarun Agency 
B.D. Enterprise 
Ghosh Roy &sons 
Bobby Stores 
M/S Pramanik 
A.N.Bannerjee 
Bimala 
Didibhai 
G.P.Yadav 
Apayanan 
Food Plaza 
Magmet 
Location 
Garia Bus stand 
Park circus 
Lake Market 
Gariahat 
Dhakuria 
Deshapriya Park 
Harish Mukherjee Road 
Birati 
Location 
Ichapur 
Barrackpur 
Sodepur 
Belghoria 
Location 
Bhowanipur 
Chetla 
Cornfield road 
Mudialy 
Joka 
Behala Parnasree 
Golpark 
Kasba 
Jadavpur 
Dhakuria 
Behala Thana 
Narendrapur mission gate 
Raj pur 
Baruipur 
Madhyamgram 
Dumdum Cantonment 
Ultadanga bus stand 
Distributor: Dolphin 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
C Categc 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8.. 
9. 
10. 
11. 
12. 
13. 
14. 
Distribul 
SI. No. 
1. 
2. 
3. 
Name of the store 
Suman 
Rajlakshmi 
Dekhur 
Banani Food 
Soccer 
Appayan 
Majumdar 
>ry: 
Name of the store 
Pal Enterprise 
Modern 
Kundu 
Shiva 
Greenstores 
Usha 
Pritam 
Sonali 
Namkeen 
Udayan 
Ananda 
S.D.Enterprise 
Ayons 
Sandhya 
tor: Das Enterprise 
Name of the store 
Shubham Confectioners 
Kanak Stores 
Geetanjali 
Location 
Palbazar 
Baghajatin 
Baghajatin 
P/2,Raipur,Kol-84 
8,Chandi Ghosh Road,Kol-40 
Ranikuthi 
Nehru Colony,Kol-40 
Location 
Motor vehicles 
Boral 
Sonarpur 
Dumdum Airport 
Ganganagar 
Garia station 
Howrah maidan 
Bolpur 
Hindustan Park 
New Alipur 
Sulekha 
Patuli 
Dalhousi 
Nagerbazar 
Location 
Garia 
Canning 
Champahati 
D Category: 
SI. No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
Name of the store 
N.S.Enterprise 
Ghosh Brothers 
Anandamoyee 
Ramkrishna Stores 
Babu Confectioners 
Ganga 
Bina 
Satisfaction 
Rakhi Confectioners 
Classic Point 
Das Food Parlour 
Mohan Stores 
Distributor: Joy Enterprise 
SI. No. 
1. 
2. 
3. 
4. 
Name of the store 
Greenwich time 
French Store 
Ghosh Cold Drink 
Cold Centre 
Location 
Beckbagan 
Howrah 
Howrah 
Sakherbazar 
Kasba golpark 
Santoshpur 
Lake Road 
Durgapur 
Durgapur 
Durgapur 
Durgapur 
Khidderpur 
Location 
Bhadreswar 
Shingur 
Sheorafuly 
Shrirampur 
Annexure - VII 
Decor <& Ambience of Jalajoga shops 
Promotion of noodles, holiday home etc. inside a 
Jalajoga shop. Note: the shop is not air-conditioned. 
Display of cornflakes, biscuits etc. in the shelf 
of a Jalajoga shop 
Display of a Guest House POP in the Jalajog shop 
Annexure - VIII 
Product and Price List of Kathleen 
ITEMS 
Fruit balls 
Rose Delight 
Milk Cups 
Choco Balls 
Choco Delight 
Strawberry Waves 
Golden Triangles 
Jam Drops 
Butter Muffins 
Choco Muffins 
Fruit Cups 
Rum Balls 
Choco Waves 
Choco Duet 
Choco Cubes 
Choco Boats 
Matter-horns 
Butterscotch 
Rainbow 
Ribbon Slice 
Strawberry 
Pineapple 
Kesar Pista 
Lemon Tarts 
Cream Rolls 
Choco Nougat 
Choco Almond Fudge 
Choco Flakes 
Choco Stripes 
Choco Pyramids 
Truffle Boats 
Truffle Tarts 
Almond Horse Shoe 
White Forest 
Sacher Torte 
Choco Fiesta 
Choco Excess 
Choco Supreme 
PRICE (INR) 
3.00 
3.00 
3.00 
5.00 
5.00 
6.00 
6.00 
6.00 
6.00 
6.00 
7.00 
8.00 
8.00 
8.00 
8.00 
8.00 
8.00 
10.00 
10.00 
10.00 
10.00 
10.00 
10.00 
10.00 
10.00 
12.00 
12.00 
12.00 
12.00 
12.00 
12.00 
12.00 
12.00 
14.00 
14.00 
14.00 
14.00 
14.00 
ITEMS 
Veg. Pizzas 
Paneer Pizzas 
Veg. Submarines 
Veg. Club Sandwich 
Chilly Paneer Rolls 
Chana Masala Buns 
Chocolate Cake (500gms) 
Chocolate Cake (1kg) 
Choco Treat (hex) 500gms 
Choco Truffle (hrt) 500gms 
Choco Truffle (hrt) 1 kg 
Choco Flake 500gms 
Choco Flake 1kg 
Strawberry/Pineapple 
SOOgms 
Strawberry/Pineapple 1 kg 
Rainbow (hrt) 500gms 
Rainbow (hrt) 1kg 
Butterscotch 500gms 
Butterscotch 1kg 
Ribbon Feast (sq) 500gms 
Ribbon Feast (sq) 1kg 
Kesar Pista (sq) 500gms 
Choco Fancy Ch. Book 
SOOgms 
Novelty Fancy Ch. Book 
500gms 
Assorted Fancy Ch. Book 
500gms 
Black Forest R/Sq SOOgms 
Pineapple F. Cream R/Sq 
500 
F. Cream Fancy Ch. Book 
SOOgms 
Plain Cake 250gms 
Plain Cake SOOgms 
Fruit Cake 250gms 
Fruit Cake SOOgms 
Fruit Cake 800gms 
Rich Plum Cake SOOgms 
Rich Plum Cake 900gms 
Rich Plum Cake 1kg (Tin) 
Dundee Cake SOOgms 
Dundee Cake 900gms 
PRICE (INR) 
10.00 
12.00 
10.00 
10.00 
12.00 
8.00 
95.00 
190.00 
110.00 
120.00 
240.00 
130.00 
360.00 
75.00 
150.00 
85.00 
170.00 
90.00 
180.00 
110.00 
220.00 
100.00 
130.00 
150.00 
110.00 
150.00 
150.00 
160.00 
40.00 
75.00 
45.00 
85.00 
125.00 
100.00 
175.00 
225.00 
120.00 
225.00 
ITEMS 
Black Forest 
Pineapple Fresh Cream 
Chicken Patties 
Chicken Manchurian 
Patties 
Chicken Tikka Patties 
Chicken Parcels 
Chicken Kachoris 
Chicken Tip Top 
Fish Patties 
Mutton Tikka Patties 
Chicken Pizzas 
Chicken Club 
Sandwich 
Chicken Submarines 
Chicken Mayo Rolls 
Chicken Lajawab Rolls 
Chicken Drumsticks 
Vegetable Patties 
Vegetable Manchurian 
Patties 
Green Peas Patties 
Chana Masala Parcels 
Paneer Patties 
Vegetable Kachoris 
Veg. Tip Top 
Cheese Puff 
PRICE (INR) 
15.00 
15.00 
12.00 
12.00 
12.00 
14.00 
9.00 
8.00 
10.00 
12.00 
12.00 
12.00 
12.00 
12.00 
16.00 
18.00 
10.00 
6.00 
6.00 
8.00 
12.00 
5.00 
7.00 
12.00 
ITEMS 
Dundee Cake 1 kg 
(Tin) 
Milk Bread 
Burger Rolls 
Hot Dog Rolls 
Sweet Buns 
Swiss Buns 
Choco Supreme (sq) 
500gms 
Choco Supreme (sq) 
1kg 
PRICE (INR) 
250.00 
18.00 
3.00 
3.00 
5.00 
8.00 
120.00 
240.00 
Annexure - IX 
List of Kathleen franchisee! Outlets 
SI. No. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
Name of The Shop 
Aiswarya 
Amita 
Anita Bose 
Appetiate 
Aroti 
Ashirbad 
Ashiyana 
Abhijeet 
Azad Caterer 
B.B.Stores 
Bakericke 
Balaji 
Bithi Enterprise 
Boroda 
Cakes & Creams 
Chandannagar 
Dipali 
Gift Palace 
Gupta Confectioners 
Indian Tea House 
Indrajit Chowdhury 
Jaya Confectioners 
Jits De Cafe 
Kalpataru 
Krishna 
La Pattesary 
Loveleen 
M.K&Co. 
Malakar 
Metro Milk Corner 
Malay Pal 
Mangal Confectioners 
Moniba 
Mother House 
Mummum 
Nandalal 
Nishant 
Picadally 
Prantik 
Pranam 
Pratima Agency 
R.K.Chowdhury 
A.N. Banerjee 
Rahaman's 
Location 
100A,S.P.Mukher)ee Road,Kol-26 
A-125,Lake Gardens,Ko-45 
4,Bhupen Bose Avenue,Kol-4 
CF-128,SaltLakeCity,Kol 
238 C.R. Avenue, Girish Park,Kol-6 
P-191 ,Uhadanga Main Rd,Kol 
Bajhajatin Market Complex,Unit-3,Kol 
12 Zakaria Street,Kol-73 
4,Biren Roy Road(E),Kol-8 
280A,Rashbehari Avenue,Kol-19 
Shivam Complex,Durga Mandir Road,Hirapur,Dhanbad * 
77M.B.Road,Birati,Kol-51 
S.N. Banerjee Road, Channaka Phari, Kol 
Goswami Para, 11 G.C.Road,Sreerampore * 
Chandannagar Barabazar, Hooghly * 
Photak Gora Station Road, Chandannagar * 
46,Dobson Road, Howrah * 
3A,PoIlock Avenue,Kol-39 
57,N.S.Road,Kol-l 
37,Topsia 2nd Lane,Kol-39 
398/l.G.T.Road,Bali,Howrah-711201 * 
139 D/2,Anada Palit Road,Kol-14 
Datta Super Market, Akhan Bazar, Chuchurah * 
23/3/40/1 A,BI-B,New Alipore,Kol-53 
48C, Soth Tangra Road,Kol-46 
15B,KalakarStreet,Kol-7 
161,M.G.Road,Kol-7 
2/l,B.M.Baneerjee Road, Belghoria 
21 N.S.Road,Howrah-l * 
G.T.Road, Rishra,Near Falu Modak, Hooghly * 
143,B.T.Road,Kol-35 
T.N. Mukherjee Road, Dankuni, Hooghly * 
166,Rajdanga Golpark,Kol-107 
P-20,Kanunga Park,Kol-84 
104A,A.P.CRoad,Kol-9 
5B,Ashutosh Mukherjee Road, Kolkata 
9/A,Bondel Road,Kol-9 
7/l,Nimtala Ghat Street, Kol-6 
Khudiram Chawk, Midnapore * 
74,Adi Ganga Road, Kol-70 
32,P.K.Roy Chowdhury Lane, Howrah-3 * 
D.H. Road, Behala PS, Kolkata - 34 
174,A.J.C.Bose Road, Kol-14 
SI. No. 
45 
46 
47 
48 
49 
50 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 
63 
64 
65 
66 
67 
68 
69 
70 
71 
72 
73 
74 
75 
76 
77 
Name of The Shop 
Rajlaxmi 
Relax Hotel 
Riddhi 
Rupayan 
Saha Brothers 
Sami Omer 
Sanjay Savouries 
Seema 
Sharmila 
Shibani Mukherjee 
Shaw Franchise 
Shyam Sunder 
Singh Brothers 
Sitala Mata Conf. 
Snow White 
Sonu Conf. 
Sreeguru Enterprise 
Sunanda 
Surita 
Susmita's 
Swastik City Point 
Sweet & Cold 
Sweety 
Swiss Delight 
Tanusree 
The Food Zone 
Tiwari Collection 
Waterloo 
Sebayan 
Annapurna 
The Silver Oak 
Sathi Traders 
Golden Business Centre 
Address 
300/C,Bangur Avenue 
8/2,Kiran Sankar Roy Road, Kol-1 
20,Adibartala,P.O-Nabagram, Konnagar * 
22,Girish Avenue, Kol-3 
14,Regent Place, Ranikuthi, Kolkata 
82/B,Shakespeare Sarani, Kol-17 
22/l,Gariahat Road, Kol-29 
H-A-5,SaUlake,Sector -I, Kol 
28/4.Gariahat Road,Kol-31 
49A ,Dr.Suresh Ch,Banerjee Road,Kol-10 
76/lC,Bidhan Sarani,Kol-6 
74/C,S.N.Banerjee Road,Kol-14 
35A Syed Amir Ali Avenue,Kol-17 
G.T. Road, Uttarpara * 
120A,Lake Town,Block-B,Kol-89 
106A,Kalpataru Bldg,Bengal Srishti Muhi Complex, City 
Centre,Durgapur-16 * 
156/lB,Harish Mukherjee Road,Kol-25 
48,R.N.Tagore Road,Kol-76 
131/6,Mahesh Baneerjee Road,Howrah-711104 * 
Beadon Street, Kol 
DC-14,salt Lake City,Sector-I,Kol-64 
80&81/l/2,Danesh Sekh Lane,Howrah-9 * 
6.Post Office Road 
53A,Rafi Ahmed Kidwai Road, Kol-16 
68/69/3,Panchanantala Road, Howrah-1 * 
P-177A,C.I.T.Road,Kol-54(Kankurgachi-JeebanMed) 
31/A,Lenin Sarani, Kolkata 
9/1,Waterloo Street, Kolkata 
Madhyamgram More * 
James Long Sarani, Manton, Behala, Kolkata 
137,S.P.Mulherjee Road,Kol-26 
96B,Rashbehari Avenue,Kol-26 
96C.R.Avenue,Kol-12 
Note: These shops are located outside the city of Kolkata 
Annexure - X 
Decor and Ambience of Kathleen shops 
Owned showroom of Kathleen 
Entrance of Kathleen's owned showroom 
Shelf display of a Kathleen franchisee stocking products not 
belonging to Kathleen 
Fruit juice and soft drinks being stored in the 
refrigerator for cakes at a Kathleen franchised 
shop 
Annexure - XI 
Advertisements of Kathleen 
K^MaS2'le 
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Advertisement of Kathleen. Note the tie up with Coca Cola. 
Advertisement of Kathleen and joint promotion with Coca Cola. 
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Advertisement of Kathleen in Bengali 
«»*^ 
IT'S 
CHRISTMAS 
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menu of the s eason , 
• Rich Plum Cakes • Yule I-«gs 
• Duiuiee Oalces • Fruit O o k e s 
• Chacolatt: Santas • Stcjckings 
• CZhocuUxteCcikes, Pastries 
and treats galore. 
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Not fust cakes. Temptation! 
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Advertisement of Kathleen 
Christmas range. Note, the 
franchisees are also given. 
promoting 
addresses of 
the 
the 
Annexure - XII 
Product and Price List of Kookie Jar 
Product 
Assorted Cookies: 
Chocolate Chip Cookies: 
Tomato bread 
Chicken pizza 
Fudge brownie 
Apple Pie 
Chicken Sandwich 
Chicken Burger 
Chicken Tandoori Sandwich 
Sharwana Roll 
Multi-grain bread 
Full wheat brown bread 
Plain sandwich loaf 
Chocolate invasion 
Black frost slice 
Pineapple slice 
Strawberry tart 
Invasions cake slice 
Price (INR) 
10.00 
16.00 
40.00 
18.00 
25.00 
20.00 
35.00 
40.00 
40.00 
45.00 
35.00 
22.00 
22.00 
350.00 
18.00 
18.00 
55.00 
35.00 
Product 
Missipi Mood Pie 
Mint Pastry 
Chocolate Biscuit cake slice 
Nougats slice 
Zuccotta 
Death by Chocolate 
Chocolate Swiss roll 
Lemon tart 
Macron tart 
Chocolate boat 
Black forest 
Mixed fruit pudding 
Choc-eclairs 
Marble cake 
Orange sunshine cake 
Truffle cake 
Chocolate cake 
Mixed fruit Malakoff 
Price (INR) 
35.00 
20.00 
25.00 
18.00 
35.00 
35.00 
15.00 
16.00 
16.00 
20.00 
175.00 
35.00 
25.00 
200.00 
175.00 
200.00 
150.00 
350.00 
Annexure - XIII 
Shop Decor and Ambience of Kookie Jar shops 
Interior of Kookie Jar's own shop 
Exterior of Kooicie Jar's own shop 
Up: Frontage of Kookie Jar's own shop 
Below: Kookie Jar's products being displayed in 'C3' Supermarket 
Annexure - XIV 
Advertisements of Kookie Jar 
Ho fBkeSf please 
I You're oaving the same price. Why go for an 
imitation) 6mm\ Kookie Jar confectionery is only 
atlhe Rawdon Street comer shop and C3. FaKC cakes 
will always be second best in 
qiialily ingredients, trcshness 
and hygiene standards. Go for 
the Real One, for full value, 
for health safety. 
Y_OU_Ri 
OOKIEJAR 
Kookie Jar advertisement cautioning customers against fakes and announcing 
availability at C3. 
Only Kookie Jar can 
• F.ver\''day Kookie Jar bakes huge qucjnlilies of 
confeciionery to satis1\' Calcutta's insatiable demand for 
good confectioner)'. Ranging from pastries and savouries 
to desserts and cakes, Yet each time, each confectionery 
tastes like its home-baked. Because 
only Kookie Jar makes it with 
personal care. 
Shop open RamiolOpra. 
KOOKIE JAR 
Kookie Jar advertisement stating its products are made with 
personal care and tastes like home baked. 
Teacher, 
my teacher 
M For all the hours of 
patience: for all die yeans of 
encouragement , no "tiiank 
you** can ever be enough. 
But it can be delicious! 
Kookie Jar on Rawdon 
Street is the perfect place to 
select die sweetest, most 
delectable cunfcclionery for 
Teachers ' Pay . Shop open 
^ ^ P " ^ | ^ O U R S 
^ ^ ^ ^ K O O K I E JAR 
Advertisement of Kookie Jar promoting its range 
for Teachers' Day 
Edible 
Doodles 
• Watch kiik go giggle and 
gobble. The most unusual gijft 
aEid treat for Rakhi. A painl-and-
eal-mc box of Power Puff 
kookies with eight edible paints 
and a non-cdibic paint brush. Its 
different, its delicious and it's a 
fun way for younger sibluigs to 
celebrate Raklii with each otlier. 
Only ai Kookie Jar, Rawdon 
y o u R s 
KOOKIE JAR 
Street 
Kookie Jar advertisement promoting its 
special range for Raksha Bandhan. 
Annexurc-XV 
Product and Price list of Bakers Square 
Savories 
Chicken Patty 
Chicken Pizza 
Chicken Tikka Puff 
Chicken Mayonnaise S/W 
Chicken Burger 
Chicken Drumstick 
Mutton Patty 
Fish Roll 
Price (INR) 
12.00 
15.00 
12.00 
20.00 
30.00 
8.00 
14.00 
12.00 
Savories 
Hot Dog 
Vegetable Sandwich 
Vegetable Turnover 
Corn Puff 
Cheese Onion Patty 
Spinach Ricofta Puff 
Mexican Roll 
Price (INR) 
15.00 
15.00 
14.00 
6.00 
15.00 
20.00 
20.00 
Pastries 
Black Forest 
Swiss Roll 
Chocolate Slice 
Truffle Cake 
Rum Truffle 
Price (INR) 
30.00 
15.00 
20.00 
25.00 
30.00 
Pastries 
Pyramid Chocolate 
Boat 
Lemon Tart 
Pineapple Slice 
Birthday Cakes 
(Customized according 
to the consumers 
needs) 
Price (INR) 
15.00 
12.00 
12.00 
250.00-
340.00 
Cookies And Chocolates 
Nut Corner 
Jam Ring 
Pyramid Chocolate Box 
Price (INR) 
15.00 
10.00 
70.00 
Cookies And Chocolates 
Chocolate Basket 
Mini Chocolate Box 
Price (INR) 
75.00 
50.00 
Breads 
Brown Bread 
Milk Bread (1 Pound) 
Garlic Bread 
Price (INR) 
14.00 
14.00 
13.00 
Breads 
Cheese Sticks 
Dinner Roll 
Buns 
Price (INR) 
10.00 
15.00 
15.00 
Annexure - XVI 
Shop Decor & Ambience of Bakers Square shops 
Lack of standardization in the interior decor of 
Bakers Square franchisee 
Bhujias being displayed in a 
Bakers Square franchisee shop 
Bhujias being displayed along with 
breads in a Bakers Square franchised shop 
Frontage of company owned outlet of Bakers Square 
Lack of uniformity in the signage of Bakers Square 
Partition in the middle of the store signifies scaling 
down of business by the franchisee. 
Frontage of Bakers Square cluttered by 
promotion of other brands 
Annexure - XVII 
Advertisements of Bakers Square 
•> <vu e t! t c> f f e -r i n g s 
t h i s -r a l< h i 
%^. frm.- < >>#**! •**4«#lt 
Do.-B--« « " » < * ( ^ V r r * C»»-«ru«>, T « l -J-aB I I S 2 S - J 3 O a i tMl ioT R.t>a<S ( C o / r*arfc.>. 
T e l 2 « . 6 A < i ^ & 4 - I b < ^ A ^ H r t u u a R c u H </WtarKtev^(v 0<>r<ic-rK>. T<»I Z-^-HO I -^^-^ 
9 B a 0 2 S 0 8 ^r?; "la'^-i^VciifSK; ^ [Sizs'c: ty . T - 3 a & 7 
Bakers Square advertisement promoting its 
special range for Rakhi. Note the tie up with Coca Cola 
B a k e r s Scp.iare 
^ ^ 
- \ 2 ( (Mir i s tmas) 
Sinfvilly r i rh 1 >undee cakes , p lu in piiilcling, 
Irtiil cak<_. Sania cake . Ct i r i s tmas l i c e cake . 
g i n s e r b r t a i I h o u s e s , si'xjciai ctx^kics, c h o c o k j l f s 
a m i a ct>iii(,ii>iiii.-niary 2 IlLit.- PUT txni l t : i>f C o k e 
o n e v e r y purchase- i:>f m o r v t h a n Rs 5<)0. IJc-i»rt;en 
O e c e m b e r 2 1 a m i J a n u a r y 5, C h r i s i m a s will b e 
t l oub le the"fun ai Bakers Stjviarc 
J ^ " ^J\,K.1E:W<S S Q t J A F O E 
: 3 3 D u r w > u r CUMony ( M A W Ailr>oc-«>.TM 2 ' i S 7 2 9 6 7 - -49/ I & D a r s a 
Rc>»<1 C**M«-*' C - l r ' ^ > « > X«»4 ^ ^ R l V * * 9 ^ •>•* - rW>*-«A*ui«- R n a r f (^ - i r t * r ^ r ^ > T«-l : » . « - * m « » ? 1 / 
^ - ^ A O O ^ I ^ - 2 0 / I O o b s o n R o a d < O p p - M o w r ^ k f i A-CT M a r k e t ) , Te l 2 & 6 & 6 ' f & 4 
- 2 S I / D r*ijrrict O T I ^ Ro. i r t rCTSpfj Kii>«^ » O"*^*^"-* B o a i i t y l»a»*.«i . ), T«-l *?S,^00-t02S7 , 
Bakers Square advertisement promoting its special range for 
Christmas. Note the tie up with Coca Cola 
Annexure - XVIII 
Product and Price List of Upper Crust 
Cakes, Pastries & Breads 
Items 
Apple Tart 
Cho.spl.Tart 
Horse Shoe 
Jam Ring 
Lemon Tart 
Muffin 
Macroom 
Trufle Boat 
Browni 
Fr. S/B Pastry 
Cho. Cake Slice 
Cho. Fudge .Slice 
S/B Cake Slice 
Butter Scotch Slice 
Less Cho Cake 1 
Asstt. Cake lb 
Choco Cake 1 lb 
Choco Cake 2 lb 
Trufle I lb 
Butter Scotch 1 lb 
Fruit Cake 1 lb 
Plain Cake 
U.C.Cake 1 lb 
B/F Gatauxe 1 lb 
P/A Gatauxe 1 lb 
Fr. S/B Mango 1 lb 
Rum Truffle Cake 1 lb 
B/F Cake 1 lb 
P/A Cake 1 lb 
B/F Pastry (L) 
Black Forest Pastry (small) 
Cho. Mouse 
P/A Pastry 
U.C. Spl. Slice 
Rum Truffle Slice 
Price (INR) 
14.00 
15.00 
15.00 
12.00 
14.00 
10.00 
15.00 
18.00 
16.00 
30.00 
20.00 
20.00 
15.00 
15.00 
100.00 
90.00 
135.00 
270.00 
170.00 
145.00 
80.00 
65.00 
260.00 
170.00 
170.00 
300.00 
300.00 
140.00 
140.00 
24.00 
16.00 
25.00 
16.00 
25.00 
30.00 
Items 
Cho.Flake 
Cho. Pyramid 
Cho. S/Roll 
Cho. Square 
Truffle Traingle 
Walnut 
Cho. Checker 
Buttter Forest 
Truffle Roll 
Butter Scotch Pastry 
Backed Veg. S/W 
Com Vol-A-Vent 
Paneer Parasonic 
Paneer Vol-A-Vent 
Super Serprise 
Veg. Stuffed Bun 
Veg . Pattice 
Chicken Munchurian 
Chicken Parcel 
Chicken Pattice 
Chicken Tikka Patty 
Chicken Sk. Patty 
1 lb Brown Bread 
1 lb Milk Bread Slice 
2 lbs Milk Bread 
2 lbs Brown Bread 
French Loaf 
Dinner Roll 
Garlic Chutney 
Plain Croissanis 
Bread Stick 
Cheese Straw 
Masala Beeds 
Zup Zups 
Brioch 
Danish 
Price (INR) 
12.00 
18.00 
15.00 
15.00 
18.00 
14.00 
12.00 
12.00 
18.00 
12.00 
14.00 
14.00 
14.00 
15.00 
12.00 
12.00 
12.00 
15.00 
16.00 
15.00 
16.00 
16.00 
15.00 
15.00 
28.00 
30.00 
15.00 
4.00 
25.00 
10.00 
15.00 
18.00 
16.00 
10.00 
12.00 
12.00 
Pizzas 
Items 
Chiz 
Capcicum & Onions 
Paneer ikka 
Babycorn 
Upper Crust Special 
(Xtra Topping) 
Chicken 
Ham 
Chicken Tikka 
Upper Crust Special 
(Xtra topping) 
Hur<^crs 
Items 
Veggie 
Veggie with Chiz 
Chicken 
Chicken with Chiz 
40.00 
45.00 
50.00 
55.00 
Price (INR) 
60.00 
65.00 
70.00 
70.00 
80.00 
15.00 
75.00 
75.00 
75.00 
85.00 
15.00 
Price (INR) 
Annexure - XIX 
Shop Decor and Ambience of Upper Crust shops 
; ^ 
i t tmoi^^' ' 
« 
• ~ 
^ ^ ^ ^ ^ i ^ 
T^J^^^Bfc ^? ^  
1^ 
~^-^S^^H 
Frontage of Upper Crust shop 
Frontage of Upper Crust shop 
Annexure - XX 
Product and Price List of Sugar & Spice 
Savory items 
Item Name 
Paneer Rezala 
Paneer Puff 
Egg patty 
Tangy Veg 
Veg Pizza 
Mini Burger 
Veg Patty 
Singar 
Veg Devil 
Butter Masala Paneer 
ChickenSandwich 
Chicken Croquette 
Chicken Pakora 
Chicken Gold Bar 
Chicken Cocktail 
Price (INIi) 
8.00 
6.00 
6.00 
3.00 
7.00 
7.00 
7.00 
2.00 
4.00 
12 
6.00 
9.00 
5.00 
11.00 
5.00 
Item Name 
Chana Batura 
Chicken Samosa 
Chicken Boat Sandwitch 
Chicken Burger 
Fish Cake 
Fish Roll 
Mutton Salami Kabab 
Mirch Masala Chicken 
Butter Masala Chicken 
Chicken Pizza 
Diamond Chicken 
Chicken Tikka Croissant 
Chicken Patty 
Chicken Roll 
Chicken Italian 
Price (INR) 
5.00 
6.00 
12.00 
10.00 
4.00 
7.00 
10.00 
12.00 
15.00 
10.00 
7.00 
12.00 
9.00 
12.00 
11.00 
Cakes and Pastries 
Item Name 
Hawai 
Orange Mello 
Crunchy Butter Scotch 
Cube 
Cuty 
Choconut 
Walnut Slice 
Choco Funtagia 
Choco Ball 
Lemon Tart 
Sampan 
Classic 
Black Current 
Chocolate Tart 
Tea Time 
Pineapple(eggless) 
Floriana 
Casata 
Price (INR) 
5.00 
6.00 
8.00 
3.00 
3.00 
5.00 
8.00 
10.00 
7.00 
8.00 
5.00 
10.00 
6.00 
10.00 
8.00 
10.00 
8.00 
50.00 
Item Name 
Chocolate cake (lib) 
Chocolate truffle 
(500gm) 
Sylvia (500gm) 
Feather Touch 
NutSlice 
Cream Roll 
Millenium Chocolate 
Fengu 
Almond Chocolate 
Cindrella 
Chocolate Ecstasy 
White Zone 
Mango Crown 
Laddu 
China Barfi 
Kaju Barfi 
Gulab Khas 
Motichoor 
Price (INR) 
200.00 
100.00 
60.00 
10.00 
9.00 
10.00 
15.00 
6.00 
12.00 
6.00 
7.00 
7.00 
6.00 
2.00 
5.00 
5.00 
5.00 
4.00 
Annexure - XXI 
Shop Decor and Ambience of Sugar & Spice 
Lays and Coke products displayed as part of co-branding 
Frontage of a Sugar & Spice shop, signage 
displaying the name of dealer 
Annexure - XXII 
Advertisements of Sugar & Spice 
tmas^^^S^^<P^^^Z~^^ 
-!^^>'Afc -v:> Chris 
If 
The name Ihat soncla sensation lo your tas te 
Buds for our confectionery delights, Dundee 
;S, Rich plum. Fruit cakes, Christmas 
cakes, Chr istmas chocolate, Santas, Bells & 
r>..,-'M...•-.- r-...-*.... r-^ .;-,- •-•, tiraco 
, '..- ..,•. MUJI, l iu t iey, NoLjvj.-ii/\ 
Walnut & Mint Fabulous range of full chocolate 
& Assorted class Gateaus & Pastry. 
Fast foodyumm/est TandoorJ. Kababs. Fried & 
Baked chicken & Fish,patties. Roll, chicken 
shell, Burger, Hot Dog & veg. variety, made 
wfth extra care & the best place in the city to be 
at with your near & dear ones. 
We are nearest competitor for those who think 
their competitor is 5000 miles away. 
We are everywhere. You can expect us to be for your 
service at:-
* 1/2 Harish Mukherjee Rd. , Cal-20. Ph: 2482045 
* 55A Free School Street, Cal-17 (opp. Dunfop off) 
* 154A, Sarat Bose Rd., Cal-27 (near Monoharpukur 
crossing) 
* 102, Jodhpur Park, Cal-68 (opp. Jodhpur Park Bazar) 
9A, Bidhan Sarani Cal-6 (opp Bina Cinema Ph:2413718) 
* 17/4/5 P'ltamhar Ghata)< Lane, Ca\-27. 
(Crossing of Ai ipore & Chetia Main Rd. crossing) 
v. rparking for food lovers wherever iheywau! to he. 
Advertisement of Sugar & Spice during Christmas. Note the names of the franchisees are 
also included. 
Annexure - XXIII 
Product and Price list of Monginis 
Savouries 
Items 
Panir kachauri 
Fish kachauri 
Bread (180 gm) 
Bread stick 
Mistisukh 
Toast 
Paobhaji 
Veg. Patty 
Mutton patty 
Ch. Patty 
Egg patty 
Peas patty 
lOO.OOch.titbit 
Veg pizza 
Ch. Pizza 
Shammi kabab 
Hotdog roll 
Grill ch. Roll 
Ch. Salad roll 
Ch.butter masala roll 
Ch. Paneer roll 
Ch. Burger w/cheese 
Ch drum stick 
Cream roll 
Ch. Spring roll 
Veg. Manchurian 
Ch. Sandwich 
Ch. Internet 
Ch. Croissant 
Cheese straw (50 gm) 
Doughnut 
Cheese garlic bread 
Misti ruti 
Misti ruti (big) 
Fish titbit 
Ch. Chop 
Fish chop 
Ch. Wrap 
Price (INR) 
6.00 
10.00 
5.00 
5.00 
5.00 
5.00 
10.00 
7.00 
10.00 
10.00 
7.00 
NA 
5.00 
12.00 
12.00 
10.00 
12.00 
NA 
NA 
20.00 
14.00 
25.00 
NA 
10.00 
12.00 
5.00 
15.00 
12.00 
12.00 
20.00 
5.00 
10.00 
4.00 
20.00 
6.00 
8.00 
6.00 
10.00 
Pastries 
Items 
Rich plum cake (450 gm) 
Plain cake (300 gm) 
Pr. Eggfree frt. Cake 
Petit (vanilla) 
Petit (choco) 
Milk cake 
Choco muffin 
Walnut brownie 
Crown cake 
Butter scotch 
Strawberry 
Orange crunch 
Choco chip 
Choco crunch 
Choco delight 
Choco dollop 
Madira bar 
Truffle 
Jam cake 
Date walnut bar 
Eggless pas. Crm 
Eggless pas. Trf 
Pinacolada pastry 
Jamborre 
Eggless cashew cup 
Almond cone 
Toffe pas 
Rose pas 
Choco marquis 
Rich frt (425 gm) 
Festive frt (225 gm) 
Shrewsburry cookies 
Switz chocolates 
Toffe pastry 
Price (INR) 
65.00 
40.00 
150.00 
3.00 
4.00 
6.00 
5.00 
8.00 
5.00 
6.00 
6.00 
8.00 
8.00 
12.00 
8.00 
10.00 
45.00 
10.00 
5.00 
8.00 
NA 
15.00 
14.00 
8.00 
NA 
12.00 
10.00 
12.00 
50.00 
35.00 
100.00 
20.00 
45.00 
5.00 
Gateaux 
Gateaux (Celebration Cakes) F 
SI. 
1. 
2. 
J . 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
U. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
Items 
P.R.S 
Or.Cr.R.S 
Cho.Cr.H.S 
Pineapple F.Cream R.S. 
Pineapple F.Cream H.S. 
Black Forest R.S. 
Black Forest H.S. 
Pure Chocolate R.S. 
Pure Chocolate H.S. 
Eggless R.S. 
Eggless H.S. 
B. Scotch R.S. 
B. Scotch R.L. 
Choco Nest (S) 
Choco Nest (L) 
P.R.L 
Rose Garden 
Cappuccino 
Price List 
ixed shape & rate (C; 
within 4 \\M 
Price (INR) 
85.00 
100.00 
120.00 
150.00 
150.00 
150.00 
150.00 
150.00 
150.00 
150.00 
150.00 
100.00 
190.00 
120.00 
240.00 
165.00 
200.00 
100.00 
SI. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
itegor}' 1) Special Orders must be placed 
Items 
Pineapple F.Cream H..L. 
Black Forest R.L. 
Black Forest H.L. 
Pure Chocolate R.L. 
Pure Chocolate H.L. 
Eggless R.L. 
Eggless H.L. 
Ducklings (Truffle only) 
Floriana 
Festive Junior 
Reel. Cream (1 Kg.) 
Rect Truffle (1 Kg.) 
Horse Shoe (Truffle only) 
Or.Cr.R.L 
Pineapple F.Cream R.L. 
Junior Heart 
Choco Mania 
Price (INR) 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
120.00 
120.00 
50.00 
165.00 
190.00 
100.00 
190.00 
300.00 
60.00 
125.00 
Gateaux (Celebration Cakes) Category 2 (Only Against Spl. Orders) 1 Kg <& 
above (Per Kg. Rate) 48 Hrs. Adv 
SI. 
1 
2 
3 
4 
5 
6 
7 
8 
Items 
Plain Celebration Cake IKg 
Fruit Celebration Cake IKg 
Horse Shoe Cr. & Tr. 1 Kg 
Ducklings Cr & Tr 1 Kg 
Floriana Cream 1 Kg 
Flower Basket Cr. & Tr. IKg 
NestCr. &Tr. IKg 
Lion King Cr. & Tr. IKg 
Price (INR) 
120.00 
150.00 
200.00 
240.00 
200.00 
200.00 
240.00 
225.00 
Gateaux (Celebration Cakes) Category' 3 (Fixed Weight) 48 Hrs. Adv 
SI. 
1* 
2* 
3* 
4* 
5 
6 
y** 
0 * * 
g** 
Items 
Super Rider 1.2 Kgs. Cream 
Super Rider 1.2 Kgs. Truffle 
Racing Track 1.2 Kgs. Cream 
Racing Track 1.2 Kgs. Truffle 
Merry—Go—Round 1.2 Kgs. 
Victoria Regina lKg(S.berry) 
Funny Match (Cr & Tr) IKg 6A- Side 
Plum Village (Cr. & Tr) IKg 
Pista Celebration Cake IKg 
4. INR 220.00 ncr ke for both Cream & Truffle fo 
Price (INR) 
264.00 
264.00 
264.00 
264.00 
240.00 
175.00 
200.00 
200.00 
175.00 
r orders for 1.5 kjis. & 
above.( 1,2,3,4) 
** New Item. 
m For Cake.: 2 *& 3 Eggless Variety at INR 300.00 Per Kg. 
Category 4 (24 Hours advance Intimation of Order 
1 
2# 
3## 
4 
5 
Item 
Rectangle 
Round 
Heart 
Alphabet 
Numerical 
Cream 
V.S.O.P 
165.00 
165.00 
165.00 
200.00 
200.00 
Truffle 
B.Scotch 
190.00 
190.00 
190.00 
250.00 
250.00 
P/Choco 
300.00 
300.00 
300.00 
300.00 
300.00 
P/F 
Cream 
300.00 
300.00 
300.00 
300.00 
300.00 
## Price c 
B/Forest 
300.00 
300.00 
300.00 
300.00 
300.00 
harged (INR) 
Eggless 
300.00 
300.00 
300.00 
300.00 
300.00 
Min. 
Weight 
Categ 
Kg. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
IKg. 
IKg. 
# All rates are rate per Kg. 
## For weights of 1.5 Kgs. & above. 
Category 5 (36 Hours advance Intimation of Order) ## Price charged (INR) 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Item 
New Joker 
Joker (Snowman Mould) 
Joker (Ginger Bread Man 
Mould) 
Santa Claus 
Snowman 
Tree 
Railway 
Engine(slanding)* * 
Train (Flat) 
Racing Car 
Swirl 
Fan 
Doll* 
Cream 
V.S.O.P 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
500.00 
Truffle 
B.Scotch 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
500.00 
Eggless 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
N.A 
300.00 
300.00 
300.00 
300.00 
N.A 
Wt. Catcg. 
(Approx) 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
1.2 Kgs. 
2 Kgs. 
# Fixed weight & Price ~ Not Avaihiblc in other weights.. 
# Not Available in Bhick Forest, Pineapple Fresh cream or Pure Chocolate. 
** Not Available during the month of April, May, June July, August, September 
* Price charged 
SI. No. 
1 # 
2# 
3# 
4# 
5 
6 
7 
8## 
9 ## 
10 ## 
11 ## 
12 ## 
13 
14 
15 
Item 
Football 
Bugs Bunny 
Mickey Mouse 
Log Cake 
Star 
Oval 
Santa Claus 
Anchor 
Bunny Rabbit 
Diya 
Daisy Flower 
Special Heart 
Double Fleart 
Football Ground 
Summer Camp* 
Cream 
V.S.O.P 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
200.00 
250.00 
Truffle 
B. Scotch 
200.00 
250.00 
250.00 
250.00 
N.A 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
P/Choco 
N.A 
300.00 
N.A 
300.00 
N.A 
300.00 
N.A 
300.00 
N.A 
N.A 
N.A 
300.00 
300.00 
300.00 
N.A 
P/F 
Cream 
N.A 
N.A 
N.A 
N.A 
300.00 
300.00 
N.A 
N.A 
N.A 
N.A 
N.A 
300.00 
300.00 
300.00 
N.A 
B/Forest 
N.A 
N.A 
N.A 
N.A 
N.A 
300.00 
N.A 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
N.A 
Eggless 
300.00 
300.00 
300.00 
N.A 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
# Standard Weight— 1 Kg. Minimum. 
# All rates are rate per Kg. 
# OVAL also available in Lemon Flavour @ INR 200/0 per Kg. 
M Standard Weight for these items ~ 1.5 Kgs. Minimum. 
i- Price charged 
Catef^on 7 (36 Hours advance Intimation of Order) M I'rice charged (INR) 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
Item 
Bat (& Ball *** 
Piano *** 
Humpty Dumpty 
Get Well Soon 
New Born Baby 
Story Book *** 
Aeroplane *** 
Car 
Guitar 
Ship *** 
Tank *** 
Airport 
Christening Cake 
Donald Duck 
Grand Prix 
Telephone 
Cricket Field 
Swimming Pool 
Jungle Cake 
Pussy Cat 
My Fair Lady 
Tunnel Train 
Farm House 
Going To School 
Chariot 
Jack & Jill * 
Cream 
V.S.O.P 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
250.00 
Truffle 
B. Scotch 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
275.00 
250.00 
Eggless 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
300.00 
Minimum 
Wt. Categ. Kg. 
IKgs. 
IKgs. 
IKgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
1.5 Kgs. 
2 Kgs. 
Not Available in Black Forest & Pineapple Fresh 
All rates are per Kg. ** Marzipan Coated 
New item. 
cream. 
Annexure - XXIV 
Product Price List of Monginis Packed Cakes 
Product 
Kup Keyk 
Twinz 
Jig-Jag 
Fruit Kup 
Dream Cake 
Tango 
Fun Cake 
Frootz 
Party Cake 
Double Kup 
Sambo 
Price (INR) 
3.00 
5.00 
5.00 
5.00 
6.00 
10.00 
20.00 
24.00 
35.00 
5.00 
10.00 
Weight (gms) 
35 
50 
55 
65 
40 
100 
200 
200 
300 
70 
100 
Best before (the date 
of mfg.) 
45 days 
45 days 
60 days 
60 days 
60 days 
60 days 
60 days 
60 days 
60 days 
45 days 
60 days 
Annexure - XXV 
Location and Categorization of Monginis shops (in Kolkata) based on sales 
SI. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
Place 
Dhakuria 
Gariahat 
D. Park 
Hatibagan 
Salt Lake 
B. Bridge 
New Alipore 
Hazra 
Phulbagan 
Maniktala 
Vivekananda Road 
Sail Lake Stadium 
High Court 
Anwar Shah Road 
Kakurgachi 
Lake Town 
Ganguli Bagan 
Shakher Bazar 
Baguihati 
Bentick Street 
CIT Road 
Bangur Avenue 
Benz (Park Circus) 
Howrah Maidan 
Garia 
Tala Park 
Nager Bazar 
Bansdroni 
Dunlop Bridge 
Russel Street 
Lee Road 
Ultadanga 
Santoshpur 
Ballygunj Phari 
Bijoygarh 
Kalindi 
Lenin Sarani 
Behala Thana 
Metiabruz 
Ganesh Talkies 
Category 
A+ 
A 
A+ 
A-
A+ 
A+ 
C 
B 
A+ 
C 
A-
B+ 
B+ 
A+ 
A+ 
B+ 
C+ 
A 
A 
C 
A-
B 
B 
B+ 
A 
C+ 
B+ 
B+ 
B+ 
B+ 
C+ 
A+ 
C 
A-
B 
B 
C-
B+ 
A 
B 
SI. 
No. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
51. 
52. 
53. 
54. 
55. 
56. 
57. 
58. 
59. 
60. 
61. 
62. 
63. 
64. 
65. 
66. 
67. 
68. 
69. 
70. 
71. 
72. 
73. 
74. 
75. 
76. 
77. 
78. 
79. 
Place 
Shakuntala Park 
Jadavpur 
Tollygunge Phari 
Sukanta Setu 
Howrah A.C. Market 
Shibpur, Howrah 
Purabi, Sealdah 
Barasat 
Sinthee 
Mominpur 
Thakurpukur Bazar 
Mudiali 
Barrackpore 
Birati 
Bhawanipore 
Khidderpore 
Chetala, Kolkata 
Bora! 
Jameslong Sarani 
Dum Dum Cantonment 
C.R. Avenue 
P.R.P.S. 
Madhyamgram 
Chandannagar 
Serampore 
Sukiya Street 
Dum Dum Junction 
Shyambazar 
Central Park 
Belghoria 
Kudghat 
Behala Tram Depot 
Golpark 
S.N. Banerjee Road 
Baruipur 
Konnagar 
Kaikhali 
Kalyani 
Sovabazar 
Category 
B 
A-
A 
B 
B 
C-
B+ 
C-
A+ 
B 
B 
B+ 
C-
B 
B+ 
A+ 
B+ 
C-
B 
B 
C-
A-
B 
B 
A 
B 
C 
B+ 
C 
C 
B 
A 
A 
B 
C-
C-
C-
B 
C 
A+ 
A 
A-
= Sales above 10,000 
= 8000- 10,000 
= 7000 - 9000 
B+ 
B 
B-
= 5500-6500 
= 4500-5500 
= 3500-4500 
C+ 
C 
c-
= 3000-3500 
= 3000 
= Below 3000 
Annexure - XXVI 
Shop Decor and Ambience of Monginis shops 
Neon sign of Monginis from a distance 
Interior of a Monginis shop 
Annexurc - XXVII 
P - 36 & 41, Kabba Industrial Estate, Eastern Metropolitan Bypass, Calcutta - /OO 107 
Bakery 033-442 1032 / 2658 / 0739/0740 Fax 033-443—0161/01 
A P P L I C A T I O N F O R " M O N G I N I S C A K E S H O P ' 
lo 
Manager - Franchise 
Switz Foods Pvi Ltd 
P-36 & 41 Kasba Industrial Estate 
Calcuna - 700 107 
Date 
Name of llie applicant 
Kesidential address of the applicant 
Contact number of the applicajit :_ 
I phone-'celliilar''pager) 
\ddress &. Location of the proposed •_ 
Shop 
(.lYoof of Possession should be cnclosc<.l} 
Present occupation 
^rea of the shop (carpet area) Length' Width: Sq.ft._ 
Height. 
ENCLOSED 
> Road map of ilie locality 
'- 1 a-,oLii of the proposed shop SIGNATURE -
( Applicant) 
W H Y M O N G I N I S ? 
No 1 cham of bakery shop in Calcutta & it's Subiirts, Siligun, Munibai. Pune, ilydarabad , Nasik & Cairo 
^ Complete guidance from the organisation Fnjov the benefit offi-equent promotional schemes undertakai by the 
organisation. 
•^ Association Mth the goodvvill and brand linage acquired over a quantT of a ct-ntury 
•^  Free delivery, 100% return of unsold materials. Free supply of packing materials & stationery goods. 
A L L W E N E E D 
'• Shop at a prime location 
" Shop with a carpet area of200Sqn approx V. iih a frontage of I Oft min 
" Investment of Rs 5.00,000/- Lacs ( Securit\ Deposit Rs 2 Lacs, interest payable a- lO -^o p a & Rs 3 I jcs for estimated 
decoration cosu) 
^ ( ommission (3) I-4 "/oiapprox) average on goods sold 
Annexure - XXVIII 
SFPL - SHOP EVALUATION CHECK LIST 
SHOP NAME: • " 
MONTH ; June.- 2002 
SCORE 
Sovabazar OPENING DATE 15/04/2004 
(Max 100) 
AVG DAILY SALE ( Previous Month ) June - 2002 
( Corresponding Month Last Year) .June.. - 2001 
Good 1 AMBIENCE ; 30 Excellent: 
( Temp. 1^ C to 24° C Lighting. Cleanliness.Signboard) 
2 PRODUCTS DISPLAY : 10 Excellent. 
( All Items specially Gateaux ) 
3 PROFILE .BEHAVIOUR.KNOWLEDGE ' 10 Excellent: \ {Good : 
( Personality Gen. Appearance Dress. Cleanliness, Politeness. Attention ) 
4 CUSTOMER HANDLING ; 10 Excellent: | \Good. 
( Complain. Spl.Orders ) 
5 AVAILABILITY OF : 10 Excellent: \ \Good: 
{ Packed Items. Cold Drink. Ice Crem. Mineral Water) 
6 OVERALL ATTITUDE OF THE SHOP . 10 Excellent: \ \Good . 
Average. 
Average. 
Average. 
Average 
Average . 
Average 
Excellen1-8-10.good 5-7,avg- 0-4 
POINTS ON SALE GROWTH : 
Percentage = #DIV/o: % 
POINTS ON GOODS RETURN : 
Percentage = 3.63 j % 
10 
10 
5 
5 I 
PRODUCT 
MIX (%) (a) SAVOURIES 
(b) DRY ITEMS 
(c) PASTRY 
(d) GATEAUX 
TURNOVER OF SALES PERSON : 
" ^ " 2 ^ 
1.41 
17:25 
20 14 
Same : Change 
NEIGHBOURHOOD COMPETITIORS (If any within 200 mtr )(a) 
Signature 
— Shop Supervisor 
Date 
Signature 
- - Shop Keeper / Assistant 
Date 
Annexure - XXIX 
Advertisements and publicity of Monginis 
Hoarding of Monginis Kup Keyk 
Hoarding promoting Monginis Christmas 
Calces 
Hoarding of Mongmis Kup Keyk 
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Write-up on Monginis in Anandbazar Patrika giving it publicity 
